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This study investigates congruities and incongruities between three airlines' 
intended advertising messages and the messages perceived by their audiences. 
Three different approaches were adopted in this study: (1) a content analysis 
of print airline advertisements from a selected sample of newspapers and magazines, 
(2) personal interviews with marketing executives of the airlines, and (3) a 
questionnaire survey to investigate audience perceptions of the advertising messages 
contained in the print airline advertisements. 
From the content analysis, it was found that the most common approaches 
airlines adopted in their advertising campaigns were to emphasise either the airline's 
products (e.g. first class, business class) or various aspects o. its services (e.g. food 
and beverages). 
Personal interviews with the marketing executives of the airlines were 
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conducted to collect information on the intended advertising messages of the airline 
ads. The information collected from the interviews were then compared with the 
perceived messages given by the respondents in the survey. It was found that, in 
general, the airline ads were able to communicate the advertising messages to the 
audience. However, it seems that certain ads communicate better than others. From 
the survey, it was also found that airline ads were, in general, interesting, 
uninformative, creative, attractive, and ads that respondents like. 
From the analysis, it is recommended that airline advertisers should strike a 
balance between the advertisement's attractiveness, memorability and communication. 
As the airline business is a service business, and service itself is intangible in many 
respects, advertisements that tangibilize the intangible aspects will allow the audience 
to comprehend the message content more easily. 
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The airline industry is a highly competitive industry where advertising is 
a subject of crucial importance to each of the industry's participants. Each year, 
individual airlines, especially international carriers, spend millions of US dollars 
in advertising. Thus it is essential for the advertising to play its expected roles 
and to communicate the intended message to target customers. The thrust of this 
study is to investigate congmities and incongruities between selected airlines' 
intended advertising messages and the messages perceived by their audiences. 
The Aviation Industry - Target Customers 
Identifying target customers is of paramount importance in the marketing 
of any product or service. For certain types of products and services, this task is 
more difficult than one might think. Airline services are one such category. 
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In the marketing of airline services, one has to distinguish between the 
"customer" and the "consumer". The "consumer" of airline services is the person 
who actually uses (as it were, "consumes") the airline service (i.e. the passenger 
on a flight) .... whereas the "customer" may be thought of as the person who 
decides on which airline's services to buy. Since the "customer" and the 
"consumer" may or may not be the same person, this makes the marketing of 
airline services a thorny task. (Note that this is, of course, analogous to such 
categories as (say) breakfast cereal or soap, where the (say) woman of the house 
may buy for the family, but may or may not be the actual user.) 
In airline marketing, airlines are interested in the person who selects the 
airline flown (i.e. the "customer"). Knowledge about the decision making process 
in the selection of an airline is essential, as effective marketing communications 
have to be directed to the right group of people. Airlines are also concerned 
about which class of service is selected. The airline market can be divided into 
two broad segments: (1) the passenger market, and (2) the air freight market. 
Since most airline companies' "above-the-line" advertising efforts are targeted 
towards the passenger market, this paper will concentrate on discussing the issues 
related to this passenger market. 
The Passenger Market 
The passenger market can be further subdivided into: (1) the business 
travel market; and (2) the leisure travel market. 
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The Business Travel Market 
"Business travel" can be defined as "travel for which an employer is paying 
or, in the case of the self-employed, travel the cost of which is allowable against 
tax."l The business travel market by air generally consists of a relatively small 
number of consumers, each of whom travels a great deal. However, instead of 
these large users receiving a discount, prices to the business traveller have 
generally been much higher than those enjoyed by the leisure consumer, even for 
travel in the same class on board the aircraft. Some of these differences reflect 
cost levels, in that a product that must be offered in a ”flexible" way, used by the 
business traveller, is inherently more difficult to provide than an "inflexible" one -
- t h e fewer alternatives that are what we see among leisure travellers. The 
business traveller may have need of airline services at any time, often 
unpredictable and need them t h ^ and there, and not any later! Leisure 
travellers can be more flexible in their plans, and often plan around various 
alternatives. Moreover, identifying the "customer" (i.e. the decision-maker) in the 
business travel market is not an easy task. The business executive himself, his 
secretary, the corporate travel manager, and the travel agency can all be the 
"customer" in the business travel market. 
The simplest case for analysis in the business travel market is the one 
where the "customer" and the "consumer" are the same person. This is the case 
1 Shaw, Stephen (1990). Airline Market^ 'rip d Management. Third Edition, London: 
Pitman, p.l5. 
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where a business executive is allowed by his company to choose the airline 
himself, and exercises this privilege. Of course, this does not necessarily mean 
that the executive concerned will contact the airline himself to make the booking. 
A second situation will occur when a business traveller has the right to 
choose the airline himself, but does not exercise that right. Instead, he leaves the 
choice of airline to his secretary. The secretary will, presumably, not select an 
airline which she knows her boss hates, so there are limits to her freedom of 
action. However, today, there are many routes where a choice is available 
between two or more credible airlines with comparable schedules and often flying 
identical equipment. In these situations, the trusted secretary certainly has 
"customer" -- rather than "consumer" -- status. This is important because in 
selecting the airline she will not eventually enjoy any promised luxurious 
standards of in-flight service. Instead, secretaries employ quite different criteria 
in carrier selection. In particular, the airline which answers the phone quickly, 
and whose staff are then courteous and helpful will have a decisive advantage in 
attracting the secretary's loyalty. 
Another person can be the possible "customer" in the business travel 
market (i.e. the decision maker), and this person is the corporate travel manager 
of business firms. It is important to distinguish between two types of corporate 
travel managers. In some companies, the travel manager may only be responsible 
for making bookings with airlines once individual executives have instructed him 
as to the carriers to be chosen. A corporate travel manager with such a limited 
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role is no more than an order taker. A travel manager becomes a "customer" 
when he has sufficient authority to buy from airlines that he chooses, with the 
executives who actually fly merely noting when and where they have to travel. 
The travel agent clearly provides a further "customer” for the airlines in the 
business travel market. Advice with regard to choice of airline can come from 
three levels within the travel agency. A first possibility is that very senior 
members at an agency head office may decide which airlines are to be 
recommended and give clear instructions about this to all employees. A second 
possibility is that these decisions are made by agency branch managers, and then 
communicated to the booking clerks who deal directly with passengers on a day-
to-day basis. A final option is that no instructions are given to booking clerks, 
who are instead allowed to use their own discretion as to whom they recommend. 
Knowing that there is a range of "customers" is essential to grasp. Figuring 
out who actually is the customer is much more difficult. The problem is that any 
analysis will be done in the face of questions of pride, authority and personal 
power which makes it extremely difficult to reach firm conclusions. Survey work 
carried out amongst business travellers along the lines of "Who chooses the 
airline?" tends to show a high proportion of executives claiming that the choice 
is theirs. Unfortunately, research work amongst travel agents has led to equally 
strong claims that the decision-making power rests with the travel agent.2 
2 Shaw, Stephen (1990). Airline Marketing and Management, Third Edition, London: 
Pitman, p.l9. 
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The Leisure Travel Market 
Some leisure travellers book their tickets directly with the airline they fly 
with. Others may book through a travel agent but give the travel agent such clear 
instructions as to the airline they wish to fly with that they, and not the agent, can 
be taken as the "customer". 
In this situation, we have to face a first difficulty. Most leisure travel by 
air consists of family groups travelling to and from their vacation, or to and from 
visits to friends and relatives. Who, therefore, within the family groups chooses 
the destination to be visited and the airline to be flown? Most probably, the 
decision making between husband and wife will be of prime importance in airline 
marketing. Thus, the partner who is most influential in the family decision 
making process must be seen as the "customer" and the target for an airline's 
marketing activities. However, it should be noted that older children can also 
have influence in the decision making process. 
The travel agent is an obvious "customer" in the leisure travel market. It 
is not only the fact that a high proportion of leisure passengers book through 
agents which indicates this. As the leisure market consists of infrequent users, 
many of whom make only one air trip a year, these leisure travellers are even 
more dependent on the travel agent for "expert" advice than is the business 
passenger. A further factor reinforcing the importance of the business travel 
agent in this market segment is that the leisure passenger is often interested in 
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the cheapest possible fare in order to undertake a particular journey. Given the 
pace of change in air fares today, it is often only the travel agent who will have 
access through his computer reservations system terminal, to all the latest fare 
information from all the airlines competing in a particular market. 
Another element of customer analysis in leisure travel concerns the role 
of the "tour operator". A high proportion of leisure travellers do not just wish to 
buy an air ticket. They require instead a "package" holiday, encompassing flight, 
transfers and accommodation. Specialists companies, known as "tour operators" 
or "travel organizers" have grown up to meet this need. Tour operators bargain 
with suppliers of air travel and holiday accommodation to secure the lowest 
possible prices from them for a given level of service. They therefore constitute 
obvious "customers" for airlines, particularly when it is remembered that many of 
those passengers who buy air-based package holidays are either unaware of the 
airline they will fly with or are indifferent to it. 
Major Functions of Airline Advertisements 
Advertising is an important marketing tool for airlines. Most airlines 
spend large amounts of money in advertising. Table 1 shows the airline 
advertising expenditures for the top ten advertisers in Hong Kong in 1992. 
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TABLE 12 
Airline Advertising Expenditures for the 
Top Ten Advertisers in Hong Kong in 1992 
Rank Advertiser Total (HK$ 000) 
1 Cathay Pacific 23,403 
2 British Airways 12,197 
3 Singapore Airlines 11,115 
4 Thai International 9,238 
5 China Airlines 8,647 
6 Northwest Airlines 8,618 
7 Garuda Indonesia 7,840 
8 Delta Airlines 6,788 
9 United Airlines 5,648 
10 Philippines Airlines 5,115 
Source: DDB Needham Worldwide DIK Ltd. 
There are several major functions that airline advertisements perform. 
Firstly, advertising can help an airline to build its image and reputation among 
its target customers, and these target customers can be any one of the parties 
mentioned in the previous section. Apart from communicating the airline's image 
and reputation, advertising can be used by the company to promote specific 
brands (e.g. "World Traveller" for British Airways, "Marco Polo" for Cathay 
Pacific), and to provide service information. Advertising can also help the airline 
in tactical selling by announcing the commencement of service on a new route, 
schedule changes, or new fares. At the political level, some airlines are using 
advertising to achieve certain political and policy objectives. These airlines use 
advertising as a tool to seek to change the attitude of governments, so that they 
can implement the schedules and routes that they want. 
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PURPOSE OF STUDY 
The purposes of this study are three-fold: (1) review the relevant literature 
pertaining to perceptions in advertising; (2) discuss the copy themes used in the 
marketing of airline services; and (3) investigate congruities and incongruities 
between the selected airlines intended advertising messages and the actual 
advertising messages perceived by audiences. The second objective of the study 
is addressed by a content analysis of print airline advertisements from a selected 
sample of magazines and newspapers. The results of the content analysis can 
mould a perspective of the messages conveyed by the airline advertisements. To 
accomplish the third objective, information on intended and perceived airline 
advertising messages is obtained. Information on the intended advertising 
messages is obtained by means of personal interviews with the marketing 
executives of the selected airlines, whereas the target audience perceptions on the 
print airline advertisements are obtained by means of a questionnaire survey. A 
comparison between the intended advertising message (from the perspective of the 
airlines), and the perceived message (from the perspective of the target audience) 
is then made. This comparison is used to determine whether the perceived 
advertising messages are consistent with the airlines' intended messages. It is 
hoped that the results of this study can highlight problems and difficulties in the 





Advertising is defined as "paid, non-personal communication through 
various media by sponsors who are in some way identified in the advertising 
message and who hope to inform or persuade members of a particular 
a u d i e n c e . A c c o r d i n g to this definition, advertising performs two basic 
functions: (1) an "informative" or more rational function, and (2) a "persuasive" 
or more emotional function. (It can also be argued that there is only one end: 
persuasion …and that to persuade we will do whatever we have to: inform, 
amuse, challenge, etc., etc. But this argument in no way vitiates the view taken 
in what follows.) The informative aspect of advertising usually focuses on one or 
more of the following: 
-conveying product or service benefits to the audience; 
_ explaining the product's physical composition or the various aspects of 
the service; 
-informing the consumer where to buy the product or service; 
3 Dunn, S.S. and A.M. Barban (1978). Advertising: Its Role in Modern Society, The 
Dryden Press, Hinsdale, IL., p.8. 
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-informing the consumer how to use the product or service; and 
-informing the consumer about a new product or service. 
The aim of informative advertisements is to provide the audience with "facts" 
(information) on which customers can make intelligent choices. The persuasive 
aspect of advertising, on the other hand, is aimed at using emotional appeals to 
encourage the customer to continue using a brand or to switch to that brand. 
Several psychological constructs have been shown to exert strong influence 
on a person's response to advertising: perception, learning, motives, attitudes, and 
personality. Among these constructs, perception is the one that most marketers 
and advertisers are interested in -- because it derives so clearly from what they 
do, or try to do. Many scholars have defined "perception". Schiff (1980) defined 
"perception" as "the uses of senses to obtain information about the world, its 
objects, events, and conditions or to remain in contact with the world, its objects, 
events, and conditions. The former implies active search, the latter implies 
relatively automated perceptual processes. Wells, Burnett and Moriarty (1989) 
defined "perception" as "the process by which we receive information through our 
five senses and acknowledge and assign meaning to this information."^ Some 
scholars have used the word "comprehension" concurrently with "perception" to 
4 Wells, William; John Burnett; and Sandra Moriarty (1989). Advertising: Principles 
and Practice. Englewood Cliffs: Prentice Hall, p. 124. 
5 Schiff, William (1980). Perception: An Applied Approach. Boston: Houghton 
Mufflin p.456. 
6 Wells, William; John Burnett; and Sandra Moriarty (1989). Advertising: Principles 
and Practice, Englewood Cliffs: Prentice Hall, p. 124. 
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mean the same thing. According to Engel, Blackwell and Miniard (1986) 
comprehension or perception represents the third stage of information 
processing^, which is concerned with the interpretation of the stimulus; it is the 
point where meaning is attached to the stimulus.^ In the discussion that follows, 
"perception in advertising" will refer to the process of acknowledging, interpreting, 
comprehending, and assigning meaning to the advertising message. 
Several studies have been done to measure viewers' perceptions of 
television commercials. Aaker and Bruzzone (1981) analyzed 524 prime-time 
television commercials. They found that viewer reaction is generally positive and 
can in part be captured by four factors. These factors are "entertaining", "personal 
relevance", "dislike", and "warm". They conclude that an understanding of these 
factors should help advertisers structure copy alternatives and design diagnostic 
copy tests. In another study that measures audience perceptions of television 
commercials and their relationship with advertising impact, Aaker and Stayman 
,According to the information-processing model developed by Engel, Blackwell and 
Milliard (1986) there are five stages of information processing. These five stages are: 
(1) exposure, (2) attention, (3) comprehension/perception, (4) yielding/acceptance, and 
(5) retention. Exposure refers to the achievement of proximity to a stimulus such that 
an opportunity exists for one or more of a person's five senses to be activated. Attention 
refers to the allocation of information-processing capacity to incoming stimulus. 
Comprehension/perception refers to the interpretation of the stimulus. 
Yielding/acceptance is the extent to which the person is persuaded by the information 
which results in either the creation of new beliefs and attitudes or the modification of 
existing beliefs and attitudes. The fifth stage, retention, refers to the transfer of the 
stimulus input into long-term memory. For a detailed discussion of the model, see 
Engel, James F.; Roger D. Blackwell; and Paul W. Miniard (1989). Consumer Behaviour, 
Fifth Edition, Chicago: The Dryden Press, pp.196-199. 
8 Engel, James R; Roger D. Blackwell; and Paul W. Miniard (1986). Consumer 
Behaviour. Fifth Edition, Chicago: The Dryden Press, p.215. 
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(1990) did a factor analysis of 524 commercials and yielded four factors: 
”entertaining", "informative", "dislikable", and "warm". In this study, they found 
evidence to indicate that there is a correlation between perceptual judgements 
and persuasion. However, the most important factor varied across studies, 
perhaps because of the differences in the ads used. 
Since comprehension and perception were related concepts, we also looked 
at studies that were related to comprehension. Many scholars had done studies 
on the comprehension of advertisements. Hoyer, Srivastava and Jacoby (1984) 
studied the factors influencing television advertising message miscomprehension 
among audiences. Their results indicate that meaningful differences in both 
message content and the recipients of the message can account for some portion 
of miscomprehension in advertising. According to the research, the easiest type 
of advertisement to understand was one with a simple message supported by 
several characters. A larger number of scene changes seems to contribute to a 
higher level of miscomprehension; thus, televised advertising messages should be 
kept simple. The use of printed copy during a verbal message should be avoided, 
as it only hinders overall comprehension. However, the presence of music was 
found to lower the level of miscomprehension. 
Gates (1986) assessed how miscomprehension rates vary according to: (1) 
the use of either true/false or multiple choice questions to measure 
miscomprehension, and (2) the type of appeal, whether cognitive or affective, 
featured in the advertisement. Multiple choice questions were found to lower 
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miscomprehension rates, possibly because they provide subjects with explicit 
alternative answers that reduced the cognitive requirements of the task. Multiple 
choice questions were found to be more useful in assessing the meaning of 
commercials with affective appeal, while true/false questions were more useful 
for commercials with cognitive appeal. 
In a study on print advertisements, Jacoby and Hoyer (1989) found that, 
across a set of 108 print communications which include 54 advertisements and 54 
editorials, the single reading of a magazine communication resulted in 63% 
correct answers to questions on the meanings conveyed, while 21% of the material 
meanings in each communication were clearly misunderstood. Editorial content 
was linked to a significantly higher rate of miscomprehension than was 
advertising, and asserted meaning was connected with a lower percent incorrect 
score than were logically implied meanings. With the exception of age and 
amount of formal education and income, other basic socioeconomic variables 
were related negligibly to miscomprehension. In another study by Foster, Sullivan 
and Perea (1989) that studies the comprehension of Spanish language advertising 
claims by Hispanic consumers, it is found that lower education level and older age 
of the group act as contributing factors in message miscomprehension. 
Although many studies had been done on advertising perceptions and 
comprehension, there appears not to have been any study done specifically to 





In order to achieve the study's objectives as stated in Chapter 1 and to see 
whether the actual advertising messages perceived by the audiences are congruent 
with the selected airlines' intended advertising messages, three different 
approaches were adopted in this study. 
The first approach adopted was a content analysis of print airline 
advertisements from a selected sample of newspapers and magazines. The results 
of the content analysis helped to form the researcher's perspective of the 
messages conveyed by the airline advertisements. The second approach was 
personal interviews with marketing executives of two airline companies and one 
advertising agency. The purpose of conducting these personal interviews was to 
obtain information about the intended advertising messages from the perspective 
of the airlines themselves. The third approach was a questionnaire survey to 
investigate audience perceptions of the advertising messages contained in the 
print airline advertisements. 
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Content Analysis of Airline Advertisements 
Berelson defined content analysis as "a research technique for the objective, 
systematic, and quantitative description of the manifest content of 
communication"^ (Berelson, 1971). The measurement tools of content analysis 
are categorical systems and rating systems by which the researcher answers 
questions of the general form "Who says what to whom, how, with what effect, 
and wliy?"i0 
In the following, I will outline the content analysis methodology used in 
Phase I of the present study. 
(1) Sample Selection Procedure 
Five magazines and one newspaper were selected for this study. The six 
magazines are: The Economist, Far Eastern Economic Review (PEER), Fortune, 
Newsweek, and Time. The Economist and FEER are weekly international 
business magazines in English. Fortune is an English biweekly business 
publication. Newsweek and Time are weekly international news magazines in 
English. The newspaper chosen is South China Morning Post (SCMP). SCMP 
is an English-language newspaper. These magazines and newspapers are chosen 
9 Berelson, B. (1971). Content Analysis in Communication Research, New York: 
Hafner, p.l8. 
10 Dane Francis C. (1990). Research Methods, Belmont: Brooks/Cole, p. 170. 
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because most airline companies advertised in them and they are widely read by 
frequent air travellers who are the airlines' target audience. The periods covered 
by this study for the various magazines and newspaper are listed in the table 
below. 
TABLE 2 
Sample Selection: The Airline Advertisements 
Type of 
Magazine Magazine Language Period Covered 
Business The Economist English Jan 1992 - Mar 1993 
Business Far Eastern Economic Review English Jan 1991 - Dec 1991 
Business Fortune English Jan 1991 _ Jun 1992 
News Newsweek English Jan 1991 - Dec 1991 
News Time English Jan 1991 - Dec 1992 
Newspaper Language Period Covered 
South China Morning Post English 1 October 1992 - 31 March 1993 
Other Sources Period Covered 
Hong Kong Arts Festival House Programmes 1991 and 1992 
(2) Method of Analysis 
All the advertisements collected were examined to determine the 
information cue(s) they contained. Subsequently, information cues contained in 
the advertisements were tabulated to determine which cues were the most 
common ones among airline advertisements. 
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In-depth Interviews with Advertisers 
Two personal interviews with marketing executives of the selected airlines 
were conducted. The purpose of conducting the personal interviews was to obtain 
information on the intended advertising messages from the perspective of the 
airlines themselves. Personal interviews were conducted with Ms. Dawn Volsch, 
the Marketing Manager of British Airways, and Miss Olivia Wong, the Assistant 
Advertising Services Manager of Cathay Pacific Airways. Originally, an interview 
was also scheduled with Ms. H. Pfeiffer of Ogilvy & Mather Hong Kong Limited 
to obtain information on Korean Air's intended advertising message. However, 
Ms. Pfeiffer was unavailable for a meeting before this report was due. Thus, the 
author was unable to obtain first hand information on Korean Air's advertising 
campaign. 
An outline of the list of the questions asked during the personal interviews 
can be found in Appendix I. 
Survey of Audiences' Perceptions 
A questionnaire survey was done to investigate audience perceptions on 
the advertising messages of the print airline advertisements. In this part of the 
study, a selected sample of airline advertisements obtained from the content 
analysis in Part I were shown to respondents, and they were then asked to answer 
a set of questions. The advertisements selected for the survey were from three 
19 
airlines, namely British Airways, Cathay Pacific, and Korean Air. The 
questionnaire and the instructions can be found in Appendices 2 and 3. 
(1) Questionnaire Design 
A six-page questionnaire with open- and closed-ended questions was 
designed (Appendix 2). Before the launching of the survey, a questionnaire 
pretest was conducted with a class of undergraduate BBA students at The Chinese 
University of Hong Kong. After considering suggestions from Dr. Holbert, the 
questionnaire was revised and finalized after one revision. 
The questionnaire was divided into seven main parts. 
Part I of the questionnaire was designed to test whether respondents 
recognize the brand names of various products and services when seeing their 
advertisements with their brand names and logos covered up. Among these ten 
advertisements, there is an advertisement for each of the selected airlines: British 
Airways, Cathay Pacific, and Korean Air. In particular, we would like to see how 
recognizable were the ads for the three selected airlines when they were placed 
among other advertisements. 
Part II consisted of three questions on the respondent's air travel 
behaviour, the airline(s) they had flown, and their decision-making behaviour in 
the choice of airlines. 
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Part III was designed to measure the respondent's overall perceptions of 
the three selected airlines based on the respondent's knowledge about the airline 
from the media, friends, experience, etc. The respondents were asked to rate how 
they perceive each airline on a set of evaluative criteria. Balanced four-point 
Likert scales were used for respondents to indicate their opinions towards each 
criterion. An even number of categories was selected in order to prevent the 
respondents from choosing a neutral answer. However, it was noticed that during 
the pre-test that many respondents found it difficult to rate certain evaluative 
criteria because of insufficient information available to form an opinion. 
Therefore a "Don't Know" choice (which was represented by the number "5") was 
added to the revised version of the questionnaire. 
Parts IV and V consisted of open-ended questions. Part IV was used to 
ask the respondents to give four words to describe the image of each airline, 
whereas Part V was used to ask respondents to indicate the message conveyed by 
each of the airline advertisements selected for use with the survey questionnaire. 
The reason for using open-ended questions rather than closed-ended questions 
was that open-ended questions would provide more insights, since respondents 
were allowed to express their ideas more freely. 
Part VI of the questionnaire consisted of a set of four-point semantic scales 
used to measure the respondent's ratings of the message execution of the 
advertisements. 
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The final part of the questionnaire (Part VII) was used to solicit 
respondents personal details for classification purposes. The administration of the 
questionnaire averaged about 30 minutes. 
(2) Sample Selection Procedure 
Ideally, a study of this kind could be conceived of as best executed among 
flyers (e.g. "consumers" who may also be "customers") at the airport. However, 
as air travellers may be in a hurry, or be edgy because they are going to be 
separated from friends and relatives, air travellers at airports may not be the best 
universe to answer the questionnaire. Those air travellers who are willing, may, 
in face of the time and emotional pressure, hurriedly finish the interview without 
thoroughly reading the advertisements being tested, thus raising issues of validity. 
Therefore, it was decided to employ a different environment whereby respondents 
gathered together in a room where they have time to fully reflect on the matter. 
It was decided that a "convenience" group of respondents who also had air 
travel experience, should be chosen as the survey's "proxy" sample. Since part-
time BBA and part-time MBA students had full-time jobs, they would probably 
be "business" travellers because they might have to do business travel now and 
then. Full-time university undergraduate and graduate students would usually do 
leisure travel during their term breaks in summer and Christmas, thus they would 
probably be "leisure" travellers. Thus, it was decided that full-time and part-time 
university business students should be chosen as the sample. In this study, the 
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respondents were full-time BBA, part-time BBA, full-time MBA, and part-time 
MBA students from The Chinese University of Hong Kong. 
(3) Survey Procedure 
The questionnaire survey was conducted in a classroom equipped with a 
slide projector. Approximately 10-20 respondents gathered together to fill in the 
questionnaire. At the beginning of the survey process, each respondent was given 
a questionnaire. Since references to colour slides containing ads had to be made 
from time to time, a moderator was there to read out the instructions for filling 
in the survey instrument during each survey session. A copy of the instructions 
for the questionnaire survey can be found in Appendix 3. 
The following was the procedure for filling out the survey instrument. 
For Part I of the survey, the moderator would show the respondents slides 
of ten print advertisements for various products and services on the screen. 
These ten advertisements all had their brand names and logos covered up, and 
they were shown in random order twice. The respondents were then asked to 
write down the brand names of the products or services that were being 
advertised in the ten advertisements. The time used for this part was 
approximately five minutes. 
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After the respondents had finished Part I they were asked to use five 
minutes to fill out Part II and Part III. These two parts were on the travel 
behaviour of the respondents and their general perceptions of the three selected 
airlines. These two parts did not require the use of the slide projector, so the 
respondents were able to take their time to fill these two parts out. 
Part IV of the questionnaire was on the images of the selected airlines as 
presented by the airline advertisements, and references to the airline 
advertisements were required. The moderator then distributed black and white 
photocopies of the advertisements for the three airlines to the respondents at this 
stage of the survey process. Black and white photocopies of the advertisements 
were used because of cost considerations. Since the advertising message of a 
product or service may also be conveyed by the colour and graphical aspects of 
the advertisements, the photocopied advertisements in their original colours were 
made into slides, and were shown to the respondents also. The respondents were 
then asked to write down four words to describe the image of each airline. 
A similar procedure was used for Part V of the questionnaire. When all 
respondents had finished Part IV they were shown the colour advertisements on 
slides again, and they were asked to fill out Part V of the questionnaire. In Part 
V respondents were asked to write down the message they thought each airline 
advertisement wanted to convey to them and they could make reference to the 
photocopied advertisements they had with them on the desk. 
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After the respondents had finished Part V the respondents were asked to 
fill out Parts VI and VII which contained questions on the message execution 
aspect of the advertisements and the respondent's personal data. The whole 
questionnaire took approximately 25 to 30 minutes to finish. 
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CHAPTER IV 
FINDINGS AND DISCUSSION 
Content Analysis of Airline Advertisements 
A total of 547 print airline advertisements were collected from the sample 
of magazines and newspapers, and the number of different advertisements from 
each airline is shown in Table 3. 
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TABLE 12 
Number of Different Advertisements From Each Airline 
Airline Number of Advertisements 
Air France 9 
Air India 5 
Air Lanka 3 
Air Mauritius 5 
Air New Zealand 7 
Alitalia 4 
All Nippon Airways 9 
American Airlines 4 
Asiana 13 
Biman 4 
British Airways 21 
Cathay Pacific 51 
China Airlines 12 
Delta Airlines 11 
Dragonair 7 
Emirates 13 
Eva Air 5 
Garuda Indonesia 20 
Gulf Air 5 
Japan Airlines 27 
KLM Royal Dutch Airlines 28 
Korean Air 20 
Kuwait Airways 2 
Lauda Air 1 
Lufthansa German Airlines 31 
Malaysian Airline System 1 
Northwest Airlines 9 
Pakistan International Airways 5 
Philippine Airlines 11 
Qantas 8 
Royal Brunei 10 
Scandinavian Airline System 11 
Saudia Arabian Airlines 2 
Sempeti Air 1 
Silk Air 2 
Singapore Airlines 41 
South African Airways 1 
Swissair 41 
Thai International 62 
US Air 2 
United Airlines 16 
Varig Brazilian Airways 1 ~ 
Total Number of Advertisements 547 
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In the content analysis that followed, these 547 print advertisements were 
analyzed by matching their contents with a list of information cues. The list of 
information cues used and the frequency of its occurrence in the sample is shown 
in Table 4. 
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TABLE 12 
Information Cues in Airline Advertisements 
(N = 547 advertisements) 
Information Cues Frequency of Occurrence (Rank: Top Ten) 
Alliance/Partnership with Other Carriers 4 
Auxiliary Services (e.g. Hotel) 6 
Business Class 56 (7) 
Clean and Tidy Cabin 1 
Comfort 9 
Computer Reservations System 1 
Cultural/Traditional Values 20 
Direct Flights 5 
Entertainment (e.g. Personal Videos) 31 
First Class 56 (7) 
First Class/Business Class Lounge 13 
Flight Attendants/Cockpit Crew 106 (2) 
Food & Beverages 86 (4) 
Frequency 83 (5) 
Frequent Flyer Programmes 15 
Global Sky Telephone 4 
Ground Services 5 
Holiday Packages 15 
Imagery 4 
Inflight Interpreters 9 
Inflight Services 67 (6) 
International Awards 11 
Maintenance 15 
Modern Fleet 99 (3) 
New Service/Special Service 5 
Non-stop Flights 52 (9) 
Passenger Profile 40 
Price/Special Offer (Except Frequent Flyer Programmes) 24 
Professionalism/Experience 14 
Promotion Packages 7 
Punctuality 6 
Quality of Service 28 
Route Destinations 249 
Route Network/Hub 51 (10) 
Safety/Security 1 
Schedule 41 
Seating Space 47 
Smoking/Non-smoking Flights 6 
Social Commitments (e.g. Environmental Protection) 1 
Special Events/Festivals (e.g. Arts Festival, Sports) 14 
Time-saving ^ 
Others (e.g. Changing of Airline Name) 22 
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As we can see from Table 4 the three most common information cues are 
"route destinations", "flight attendants/cockpit crew", and "modern fleet". 
"Others" includes things like changing the name of the airline, Chinese 
New Year greetings to the public, office removal notices, announcements, etc. 
(The most interesting one in the "others" category was the Kuwait Airways and 
Saudia Arabian Airlines information cue that indicated peace had been restored 
in the Middle East, and that the two airlines had gone back into normal service.) 
From the table, we can see that the most common approaches airlines 
adopted was to emphasise either one of the following items: 
The airline's products: 
-First class 
-Business class 
Aspects of its service: 
-Flight attendants/cabin crew 
-Food and beverages 
-Inflight services 





-Route network, etc. 
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From the analysis, it was also found that the number of information cues 
appearing in the airline advertisements also varied. Some had only one 
information cue, while others had two or more. The number of information cues 
in each advertisement appearing in the sample is tabulated in Table 5. 
TABLE 5 
Number of Information Cues in Each Advertisement 





5 or more 63 
Total Number of Advertisements 547 
About one-third of the ads contained only one cue, while one-half 
contained two or three. The airlines, in line with conventional wisdom, seem able 
to focus: to limit their ads to a few key cues. Indeed, destinations appeared in 
about half of all ads. An example of focus is the JAL ad (Appendix 11 ads # 1 
and #2) which concentrates on selling the carrier's punctuality image. 
In-depth Interviews with Advertisers 
The following is a summary of the information obtained from the two 




(1) The British Airways Advertising Campaign 
The Target Audience 
In looking at the target audience of the British Airways advertising 
campaign, we should look at what types of ads they have in order to understand 
how they define their target audience. 
British Airways' ads can be divided into (1) global ads, and (2) local 
initiatives. For the global ads, e.g. the "Smile" campaign that they launched this 
year, the target audience is the mass public. For the local initiatives, e.g. the 
testimonial ads with David Tang, Louise Chu, and Jennifer Tose, those would be 
targeted at a specific audience. In the case of the testimonial ads mentioned 
above, the target audience are those people who choose to travel with British 
Airways, i.e. the "frequent flyers" of British Airways. 
Global Campaign Vs. Local Initiatives 
There are separate advertising budgets for the global campaign and the 
local initiatives. The corporate office in the UK is responsible for the global ads, 
whereas the local offices are responsible for the local initiatives. The difference 
between these two types of ads is that global ads will appear everywhere around 
the world, whereas the local initiatives can only be seen in the local market. 
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The global ads can also be looked upon as image ads -- strategic in nature 
--because the main purpose of the global ads is to communicate the image of 
British Airways. The local initiatives are however different: they are tactical ads 
(e.g. the double daily to Heathrow "Option B/Option A" ad that appeared in the 
newspaper in March 1993; the testimonial ads; and the ads designed for the Hong 
Kong Arts Festival) used to perform some tactical functions. However both local 
and global ads have to be approved by British Airways' office in London. The tag 
line for the ads is "It's the way we make you feel that makes us the world's 
favourite," and this line appears on both local and global ads. 
The Global Ads 
The "Smile" campaign which consists of ads with a "smile" in the sky is 
targeted at the mass audience. The theme for this year's ads is feeling good, and 
British Airways takes as its "icon" the smile in its advertisements (see Appendix 
8 ads # 2 - #5). The current global ads want to communicate to the audience 
that British Airways is a friendly airline that cares about people. These ads 
appear in both Hong Kong based magazines as well as regional magazines. Last 
year's global campaign, which included ads like the "face" in the desert (see 
Appendix 8 ad #1) wanted to communicate to the audience that British Airways 
was a global airline. 
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The Local Initiatives 
The testimonial ads are some of the local initiatives (see Appendix 8 ads 
# 9 - #11). What these testimonial ads advertise is British Airways' First Class 
service. British Airways wants to tell the target audience that its First Class 
service is a personalized First Class service, and the people giving the testimonials 
are all British Airways frequent travellers, people who have chosen to fly the 
airline. 
(2) The Cathay Pacific Advertising Campaign 
The Target Audience 
Cathay Pacific's advertising was aimed at frequent business travellers. 
According to research by Cathay's research department, in general 70% of Cathay 
Pacific's passengers were male and in management positions (e.g. senior 
managers, general managers, directors, etc). However, Cathay has also noted a 
recent shift in their target audience away from Westerners and towards more 
Asians among their influential and prominent passengers. 
In the past, in general, the image of Cathay Pacific in Hong Kong was 
more or less, with some slight variations, a more conservative carrier. This was 
fine in the past. However, from research in the recent one or two years, Cathay 
Pacific came to realize that their target audience is in general, very international, 
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very sophisticated, and not too old, usually in the 35-to-45 range, a vibrant age 
group. 
And so, one can notice that Cathay's ads are geared towards them. 
Cathay's advertising campaign is called "New Direction". The campaign is 
colourful, it looks at the comforts of the passengers, and tries to fulfil their needs. 
At the same time, one can see shots of the cosmopolitan city, and these are all 
related to Cathay's target audience. In general, these are Cathay's business 
travellers, in whatever class they travel. 
Based on economic reasons, companies may shift their staff from flying 
business class to economy class; however, these passengers are still frequent 
business travellers; the target market and the image do not contradict each other. 
And while the ads are offering more variety and liveliness, they are still focusing 
on business travellers. 
Cathay's advertising is based on research among company business travel 
managers. According to this research, over 50% of Cathay Pacific's travellers 
made their own decisions when it comes to choosing the carrier. Since these 
business travel managers are also frequent business travellers, the advertising 
campaign also hit the target. Other decision makers like travel agencies, 
secretaries, etc., do not have so strong a say about which airline to fly. 
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The only time when a person may really rely on a travel agent is when he 
makes a leisure travel decision, because he does not want to think about it or 
does not have enough information. In general, a similar situation occurs for the 
secretary; she usually just makes the booking, not the decision. Over 54% of the 
passengers make their own decisions especially when they are travelling on 
business. 
Advertising Placements 
In order to reach it's target audience, media placement is very selective. 
Cathay Pacific places ads in business magazines like Fortune, Asiaweek, and 
Business Week to reach frequent business travellers. Cathay Pacific also places 
advertisements in newspapers like the South China Morning Post (SCMP) and the 
Oriental Daily. The purpose of placing ads in newspapers is to reach the general 
public. This placement also hits Cathay Pacific's target audience because business 
passengers also read SCMP and Oriental Daily. 
The Image of Cathav Pacific Airways 
Cathay Pacific wants to project its image as an international and 
sophisticated carrier. Cathay Pacific is the airline of Hong Kong. As Hong Kong 
is a vibrant and cosmopolitan city, therefore Cathay Pacific has a cosmopolitan 
and international image. At the same time, Cathay still holds certain Asian 
virtues. It emphasizes that the carrier is served by cabin attendants from ten 
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Asian lands, which gives it a special touch. This would give the audience an 
image that an Oriental airline, in general, provides service better than Western 
carriers. 
The Advertisements 
Cathay Pacific has two types of advertisements: (1) brand advertisements, 
and (2) tactical advertisements. 
The Supercity Campaign 
Supercity is Hong Kong. The purpose of Supercity is to sell Hong Kong 
(see Appendix 9 ads # 1 - #8). Supercity wants to tell people that Hong Kong 
is a vibrant city, and Hong Kong has everything one can think of: restaurants, 
theatres, shopping centres, etc. As Cathay Pacific is a Hong Kong airline, if you 
want to visit Hong Kong, you should fly Cathay Pacific. The target audience of 
Supercity is not Hong Kong people, because Hong Kong people already know 
about Hong Kong. It's everybody else. However, since the Supercity ads are 
placed in Pan-Asia titles (e.g. Asiaweek, Fortune), Hong Kong people may also 
be able to see those Supercity ads. The Supercity campaign has been run in 
countries like Japan, Singapore and Malaysia, and it has been very popular among 
these East Asian countries. This may be due to cultural differences. To Hong 
Kong people, Supercity does not mean a lot, but to others, Supercity is Hong 
Kong, Supercity is presenting Hong Kong's image. 
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Cathav Pacific First Advertising Campaign 
Cathay Pacific First has been launched as a sub-brand of Cathay Pacific. 
It is a product-specific advertising campaign. The image that is to be 
communicated by the ads is a classical but international image, communicating 
the message that Cathay Pacific First is a classic product of Cathay Pacific, the 
"Renaissance" of First Class travel. Thus, from the Cathay Pacific First ads (see 
Appendix 9 ads #9 - #12) you can find a very classical graphic design, and the 
pictures in the paintings represent various services that comes with Cathay Pacific 
First. In these pictures, you can also find images of people from different ethnic 
backgrounds. The use of images of people from different ethnic backgrounds is 
to project an international flavour. 
The Overall Cathay Pacific Brand Advertising Campaign 
The advertisements that sell Cathay Pacific most directly are Cathay 
Pacific's brand advertisements. Examples of these ads are "Service" (see 
Appendix 9 ads # 29 and #30) which sells the fact that Cathay Pacific has cabin 
attendants from 10 Asian lands, and "Pilot" (see Appendix 9 ads # 31 and #32) 
which sells the technology aspect of Cathay Pacific. 
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Tactical Advertisements 
Cathay Pacific also uses tactical advertisements. Examples of these tactical 
advertisements include the 500-free-tickets campaign recently launched (see 
Appendix 9 ads #23 #24 and #25). 
Survey of Audiences Perceptions 
General Information About the Respondents 
A total of 115 questionnaires were collected. After discarding those 
incomplete ones with one or more parts unanswered, a total of 93 usable 
questionnaires were ultimately tabulated. The respondents' profile and their air 







Male 51 55% 
Female 42 45% 
Age 
20 - 24 47 51% 
25 - 29 25 27% 
30 - 34 18 19% 
35 - 39 3 3% 
Marital Status 
Single 75 81% 
Married 18 19% 
Annual Personal Income 
Less than HK$50,000 56 60% 
HK$50,000 - HK$ 149,999 6 7% 
HK$ 150,000 - HK$249,999 8 9% 
HK$250,000 - HK$349 999 15 16% 
HK$350,000 - HK$449 999 5 5% 
HK$450 000 - HK$549,999 1 1% 
HK$550,000 or more 2 2% 
Occupation 
Administrative/Management 10 11% 
Civil Servant 2 2% 
Banking 3 3% 
Computer/Info. Technology 6 1% 
Marketing & Sales 6 1% 
Student 58 62% 
Professional 4 4% 
Others 4 4% 
Education Level Highest Attained 
Secondary School 32 34% 
Bachelor's Degree 55 59% 
Post-graduate Degree 3 3% 
Others 3 3% 
Programme Attended at CUHK 
Full-time BBA 23 25% 
Part-time BBA 14 15% 
Full-time MBA 35 38% 
Part-time MBA 21 23% 
* Percentages may not add to 100% due to rounding. 
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TABLE 7 
Respondents Air Travel Behaviour 
Frequency Percentage 
Flown in the past 12 months 
Yes 59 63% 
No 34 37% 
Airlines flown in the past 12 months* 
British Airways 11 19% 
Cathay Pacific 24 41% 
China Airlines 17 29% 
Japan Airlines 4 7% 
Korean Air 6 10% 
Northwest Airlines 6 10% 
Singapore Airlines 3 5% 
Thai Airways 2 3% 
United Airlines 6 10% 
Others 16 17% 
* 
Person who generally selects the airline 
Myself 29 49% 
Spouse 1 2% 
Travel agency 17 29% 
Secretary 0 -
Company 5 8% 
Others 7 12% 
* Note: The frequency and percentage calculated are based on the number of 
people who have flown in the past 12 months, i.e. 59 respondents. 
Concerning their air travel behaviour, 59 out of the 93 respondents (63%) 
had flown in the past 12 months. Among these 53 respondents who had flown in 
the past 12 months, 24 (41%) had flown on Cathay Pacific. The other two 
airlines that recorded a large number of flyers were China Airlines and British 
Airways. 
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Among the 53 respondents who had flown in the past 12 months, 29 (49%) 
select the airline by themselves. Thus, nearly half of the respondents were 
"customers" as well as "consumers". Travel agencies selected the airline flown for 
17 of those 53 respondents who had flown in the past 12 months. Therefore, we 
can see that most of the "consumers" of airline services are "customers" as well. 
Brand Recognition 
Part I of the questionnaire was intended to check whether respondents 
recognized the brand names of various products and services when seeing their 
advertisements with their brand names and logos covered up. The 10 
advertisements used are shown in Appendix 4. The results of this part is shown 




Brand Freq. Percent Rank 
Marlboro 91 98% (1) 
British Airways 79 85% (2) 
BMW 43 46% (3) 
American Express 41 44% (4) 
Piaget Watch 25 27% (5) 
Heineken Beer 24 26% (6) 
Cathay Pacific 17 18% (7) 
IBM 17 18% (7) 
Louis Vuitton 14 15% (9) 
Korean Air 5 5% (10) 
(Sample size N = 93) 
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As we can see from the table, among the 10 brand tested, Marlboro scored 
the highest frequency of brand recognition by being recognized by 91 (98%) of 
the respondents. The second highest frequency of brand recognition came from 
British Airways which was recognized by 79 (85%) of the respondents. The other 
brands were all recognized by less than 50% of the respondents. Among these 
other eight brands, Cathay Pacific and Korean Air came in low: recognized by 
18% and 5% of the respondents respectively. 
General Perceptions of the Airlines 
Perceptions were based on a l-to-4 scale, where 1 was "Very Good", and 
4 was "Very Poor". 
A mean value of less than 2.5 would indicate that the company had a 
positive respondent perception on that evaluative criteria, and a mean value over 
2.5 would indicate that there was a negative respondent perception about the that 
evaluative criteria. 
In general, British Airways received positive perception values from the 
respondents with mean values less than 2.5 for most of the evaluative criteria 
except for the two evaluative criteria "availability of inflight interpreters" (mean 
value = 2.56) and "special offers” (mean value 2.64). Table 9 shows the 
breakdown of the frequencies for "Very Good", "Good” "Poor" and "Very Poor". 
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Cathay Pacific also received positive perception values from the 
respondents for most of the evaluative criteria except for "special offers" (mean 
value = 2.74). The frequency breakdown is shown in Table 10. 
For Korean Air, the general perceptions were mixed. For 10 of the items, 
the mean values were less than 2.5 which indicated positive respondent 
perceptions, but for the remaining evaluative criteria, the mean values were over 
2.5 which indicated negative perceptions. These negatively perceived evaluative 
criteria were "safety" (mean value = 2.51) ”flight schedule convenience" (mean 
value = 2.55), "availability of inflight interpreters" (mean value = 2.60) 
"availability of non-stop flights" (mean value = 2.62), "availability of direct flights" 
(mean value = 2.66), "route availability" (mean value = 2.67) and "special offers" 
(mean value 2.73). Table 11 shows the breakdown of the frequencies for "Very 
Good", "Good", "Poor" and "Very Poor". 
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TABLE 9 
General Perceptions of British Airways 
The mean value is calculated based on those answers whose values are from 1 to 4 where "Very 
Good" = l "Good" = 2 "Poor" = 3 and "Very Poor" = 4 and "Don't Know" = 5 (Don't knows were not 
scored). 
Very Very Don't Mean 
Evaluative Criteria Good Good Poor Poor Know Value 
Safety 10 48 5 0 30 1.92 
10.8% 51.6% 5.4% 0.0% 323% (n=63) 
Availability of 9 48 8 1 27 2.02 
non-stop flights 9.7% 51.6% 8.6% 1.1% 29.0% (n=66) 
Availability of direct 8 47 10 0 28 2.03 
flights 8.6% 50.5% 10.8% 0.0% 30.1% (n=65) 
OVERALL COMPANY 8 61 9 1 14 2.04 
IMAGE 8.6% 65.6% 9.7% 1.1% 15.1% (n=79) 
Cabin tidiness and 5 46 11 0 31 2.10 
cleanliness 5.4% 49.5% 11.8% 0.0% 33.3% (n=62) 
Flight schedule 6 37 12 0 38 2.11 
convenience 6.5% 39.8% 12.9% 0.0% 40.9% (n = 55) 
QuaUty of inflight service 9 37 16 1 30 2.14 
9.7% 39.8% 17.2% 1.1% 32.3% (n=63) 
Route availability 3 51 11 1 27 2.15 
3.2% 54.8% 11.8% 1.1% 29.0% (n=66) 
Quality of ground service 3 44 13 0 33 2.17 
3.2% 473% 14.0% 0.0% 35.5% (n=60) 
Modern air fleet 6 42 16 1 28 2.19 
6.5% 45.2% 17.2% 1.1% 30.1% (n=65) 
Punctuality 0 49 9 1 34 2.19 
0.0% 52.7% 9.7% 1.1% 36.6% (n=59) 
Ease of reservations 0 43 11 0 39 2.20 
0.0% 46.2% 11.8% 0.0% 41.9% (n=54) 
QuaUty of food and 4 35 18 2 34 2.31 
beverages 4.3% 37.6% 19.4% 2.2% 36.6% (n=59) 
“ 3 32 22 0 36 2.33 
3.2% 34.4% 23.7% 0.0% 38.7% (n=57) 
Availability of inflight 0 21 21 0 45 2.56 
interpreters 0 22.6% 29.0% 0-0% 48.4% (n 48) 
Special Offers: Discounts, 1 22 21 6 43 2.64 
Frequent Flyers, etc. 1.1% 23.7% 22.6% 6.5% 46.2% (n=50) 
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TABLE 10 
General Perceptions of Cathav Pacific 
The mean value is calculated based on those answers whose values are from 1 to 4 where "Very 
Good" = l , "Good" = 2 "Poor" = 3 and "Very Poor" = 4 and "Don't Know" = 5 (Don't knows were not 
scored). 
Very Very Don't Mean 
Evaluative Criteria Good Good Poor Poor Know Value 
Route availability 26 55 5 0 7 1.76 
28.0% 59.1% 5.4% 0.0% 7.5% (n=86) 
Availability of 22 50 6 0 15 1.80 
non-stop flights 23.7% 53.8% 6.5% 0.0% 16.1% (n=78) 
Availability of direct 20 58 4 0 11 1.81 
flights 21.5% 62.4% 4.3% 0.0% 11.8% (n=82) 
Safety 15 62 6 0 10 1.89 
16.1% 66.7% 6.5% 0.0% 10.8% (n=83) 
Modern air fleet 14 58 7 0 14 1.91 
15.1% 62.4% 7.5% 0.0% 15.1% (n = 79) 
Cabin tidiness and 17 56 11 2 7 1.98 
cleanliness 18.3% 60.2% 11.8% 2.2% 7.5% (n=86) 
Flight schedule 13 50 12 0 18 1.99 
convenience 14.0% 53.8% 12.9% 0.0% 19.4% (n=75) 
Quality of inflight service 18 51 17 0 7 1.99 
19.4% 54.8% 18.3% 0.0% 7.5% (n=86) 
Availability of inflight 10 44 10 1 28 2.03 
interpreters 10.8% 47.3% 10.8% 1.1% 30.1% (n=65) 
OVERALL COMPANY 13 61 16 0 3 2.03 
IMAGE 14.0% 65.6% 17.2% 0.0% 3.2% (n=90) 
Punctuality 8 57 13 0 15 2.06 
8.6% 61.3% 14.0% 0.0% 16.1% (n = 78) 
Quality of food and 16 50 17 3 7 2.08 
beverages 17.2% 53.8% 18.3% 3.2% 7.5% (n=86) 
QuaUty of ground service 12 55 18 1 7 2.09 
12.9% 59.1% 19.4% 1.1% 7.5% (n 86) 
Ease of reservations 7 51 17 1 17 2.16 
7.5% 54.8% 18.3% 1.1% 18.3% (n=76) 
P r i c e ~ “ 4 52 23 6 8 237 
4.3% 55.9% 24.7% 6.5% 8.6% (n=85) 
Special Offers: Discounts, 2 20 31 8 32 2.74 
Frequent Flyers etc. 2.2% 21.5% 33.3% 8.6% 34.4% (n = 61) 
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TABLE 11 
General Perceptions of Korean Air 
The mean value is calculated based on those answers whose values are from 1 to 4 where "Very 
Good" = l "Good" = 2, "Poor" = 3 and "Very Poor" = 4 and "Don't Know" = 5 (Don't knows were not 
scored). 
Very Very Don't Mean 
Evaluative Criteria Good Good Poor Poor Know Value 
Price 5 40 3 0 45 1.96 
5.4% 43.0% 3.2% 0.0% 48.4% 0 = 4 8 ) 
QuaHty of inflight service 5 35 7 0 46 2.04 
5.4% 37.6% 7.5% 0.0% 49.5% (n=47) 
Cabin tidiness and 3 41 6 0 43 2.06 
cleanliness 3.2% 44.1% 6.5% 0.0% 46.2% (n=50) 
Punctuality 1 34 8 1 49 2.21 
1.1% 36.6% 8.6% 1.1% 52.7% (n=44) 
Ease of reservations 0 33 13 0 47 2.28 
0.0% 35.5% 14.0% 0.0% 50.5% (n=46) 
Quality of food and 2 30 19 0 42 2.33 
beverages 2.2% 32.3% 20.4% 0.0% 45.2% (n=51) 
QuaHty of ground service 1 27 17 0 48 2.36 
1.1% 29.0% 18.3% 0.0% 51.6% (n=45) 
Modern air fleet 1 31 18 1 42 231 
1.1% 33.3% 19.4% 1.1% 45.2% (n=51) 
OVERALL COMPANY 1 33 25 0 34 2.41 
i m a g e 1.1% 35.5% 26.9% 0.0% 36.6% (n=59) 
Safety 0 29 18 4 42 
0.0% 31.2% 19.4% 4.3% 45.2% (n=51) 
Flight schedule 1 18 25 0 49 .55 
CO nience 1.1% 19.4% 26.9% 0.0% 52.7% (n 44) 
Availability of inflight 0 18 23 1 2.60 
interpreters 0.0% 19.4% 24.7% 1.1% 54.8% (n=42) 
Availability of 19 27 I f 2.62 
-c^p flVl^K 0.0% 20.4% 29.0% 1.1% 4 9 . 5 % _ _ ( n = 4 7 ) 
Availability of direct 0 18 27 2 46 2.66 
flights 1 19.4% 29.0% 2.2% 49.5% (n=47) 
Route availability 1 16 ^^ ^ ^ 
1.1% 17.5% 35.5% 1.1% 45.2% (n=51) 
Special Offers: Discounts, 0 16 20 5 ^JS 
Frequent Flyers, etc. 0.0% 17.2% 21.5% 5.4% 55.9% | (n-41) 
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Perceptions of the Airlines: Flyers Vs. Non-Flyers 
People who had travelled by air in the past 12 months were "flyers", while 
those who had not were "non-flyers”. The perceptions of airlines by flyers and 
non-flyers for each airline were tabulated in Tables 12-14. 
For British Airways, both groups of respondents perceived the same two 
evaluative criteria negatively. These two evaluative criteria were "availability of 
inflight interpreters" and "special offers". In general, flyers perceived British 
Airways less positively than those non-flyers, except for the following evaluative 
, criteria: "availability of non-stop flights", "availability of direct flights", "flight 
schedule convenience", "route availability", "modern air fleet" and "price". 
However, for both groups of respondents (flyers and non-flyers), they perceived 
British Airways similarly in terms of its overall company image. 
For Cathay Pacific, the two groups perceived 15 out of 16 of the evaluative 
criteria positively, except for the evaluative criterion "special offers". In general, 
flyers perceived Cathay Pacific more positively than non-flyers, except for the 
following evaluative criteria: "safety", "quality of ground service", "ease of 
reservations", "price" and "special offers". As in the case of British Airways, both 
groups of respondents perceived Cathay similarly in terms of its overall company 
image. 
For Korean Air, flyers perceived 10 of the evaluative criteria positively, 
and six of the remaining evaluative criteria negatively. For those non-flyers, they 
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perceived eight of the evaluative criteria positively, seven of the evaluative criteria 
negatively, and one neither good nor poor (mean value at 2.50). In general, flyers 
perceived Korean Air more positively than non-flyers except for the following 
evaluative criteria: "punctuality" "quality of ground service", "availability of inflight 
interpreters", "route availability", and "special offers". In terms of Korean Air's 
overall company image, the perception of flyers was more positive than that of 
non-flyers. 
It is interesting to note that both flyers and non-flyers had similar 
perceptions of the overall company image of British Airways and Cathay Pacific; 
whereas for Korean Air, flyers had more positive overall company image 
perceptions than non-flyers. This might be due to the fact that flyers had more 
knowledge about Korean Air than non-flyers. 
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TABLE 12 
Perceptions of British Airways: Fivers Vs. Non-Flyers 
Mean Value 
Differences 
Evaluative Criteria Flyers Non-Flyers (Flyers - Non-Flyers) 
Availability of non-stop 1.98 2.11 +0.13# 
flights (n=48) (n = 18) 
Availability of direct flights 2.00 2.11 +0.11 
(n=47) (n=18) 
Safety * 2.02 1.71 (-0.31) 
(n=42) (n=21) 
OVERALL COMPANY 2.04 2.04 -
IMAGE (n = 55) (n=24) 
Flight schedule 2.08 2.20 + 0.12 
convenience (n=40) (n=15) 
Route availability 2.13 2.21 +0.08 
(n=47) (n=19) 
Cabin tidiness and 2.14 2.00 (-0.14) 
cleanliness (n=43) (n=19) 
Modern air fleet 2.15 2.28 + 0.13 
(n=47) (n=18) 
Quality of inflight service 2.18 2.05 (-0.13) 
(n=44) (n 19) 
Quality of ground service 2.20 2.11 (-0.09) 
(n = 41) (n = 19) 
Punctuality 2.23 2.06 (-0.17) 
(11=43) (n=16) 
Ease of reservations * 2.29 2.00 (-0.29) 
(n=38) (n=16) 
Price 2.32 2.38 +0.06 
(n=41) (n=16) 
Quality of food and 2.37 2.17 (-0.20) 
beverages 0 = 4 1 ) 0 = 1 8 ) 
Availability of inflight 2.62 2.43 (-0.19) 
interpreters 0 = 3 4 ) 0 = 1 4 ) 
Special Offers: Discounts 2.69 2.50 (-0.19) 
Frequent Flyers, etc. 0 = 3 6 ) (n=14) | 
^ ~ # Flyers were 0.13 points more positive than non-tlyers, etc. A (negative) figure means 
that flyers were less positive (i.e., more negative) than non-flyers. 
* Between g r o u ^ f f e r e n c e significant at 95% confidence level. 
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TABLE 12 
Perceptions of Cathav Pacific: Fivers Vs. Non-Flyers 
Mean Value 
Differences 
Evaluative Criteria Flyers Non-Flyers (Flyers - Non-Flyers) 
Route availability 1.75 1.75 -
(11=57) (n=29) 
Availability of direct flights 1.79 1.85 + 0.06 
(n=56) (n=26) 
Availability of non-stop 1.79 1.82 + 0.03 
flights (n=56) (n:22) 
Modern air fleet 1.89 1.96 +0.07 
(n=53) (n=26) 
Safety 1.91 1.86 (-0.05) 
(n=55) (n=28) 
Availability of inflight 1.91 2.27 +0.36 
interpreters * (n=43) (n=22) 
Cabin tidiness and 1.95 2.03 +0.08 
cleanliness (n=57) (n = 29) 
Flight schedule convenience 1.96 2.04 +0.08 
(n = 52) (11 = 23) 
Quality of inflight service 1.98 2.00 +0.02 
(n=56) (11 = 30) 
OVERALL COMPANY 2.03 2.03 -
IMAGE (n=59) (n=31) 
Quality of food and 2.04 2.17 + 0.13 
beverages (n=57) (n=29) 
Punctuality 2.06 2.08 + 0.02 
(n=52) (n=26) 
Quality of ground service 2.11 2.07 (-0.04) 
(n=56) (n 30) 
Ease of reservations 2.22 2.04 (-0.18) 
(n=51) (n=25) 
Price 2.38 2.33 (-0.05) 
(n=55) (n=30) 
Special Offers: Discounts, 2.78 2.65 (-0.13) 
Frequent Flyers, etc. (n=41) (n = 20) 
Key: * Between group difference significant at 95% confidence level. 
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TABLE 12 
Perceptions of Korean Air: Flyers Vs. Non-Flyers 
Mean Value 
Differences 
Evaluative Criteria Flyers Non-Flyers (Flyers - Non-Flyers) 
Price 1.91 2.08 +0.17 
(n=35) (n=13) 
Quality of inflight service 2.03 2.08 +0.05 
(n=34) (n = 13) 
Cabin tidiness and 2.05 2.08 +0.03 
cleanliness (n=38) (n=12) 
Punctuality 2.24 2.09 (-0.15) 
(n=33) ( n = l l ) 
Quality of food and 2.26 2.54 + 0.28 
beverages (n=38) (n=13) 
Ease of reservations 2.27 2.31 +0.04 
(n=33) (n = 13) 
OVERALL COMPANY 2.33 2.59 + 0.26 
IMAGE (11=42) (n=17) 
Modern air fleet 2.34 2.46 + 0.12 
(n=38) (n=13) 
QifaUty of ground service 2.38 2.31 (-0.07) 
(n=32) (n=13) 
Safety 2.45 2.69 + 0.24 
(n=38) (n=13) 
Flight schedule 2.52 2.64 +0.12 
convenience (n=33) ( n = l l ) 
Availability of inflight 2.61 2.55 (-0.06) 
interpreters * (n=31) ( n = l l ) 
Availability of non-stop 2.62 2.62 -
flights (n 34) (n=13) 
Availability of direct flights 2.63 2.75 +0.12 
(n=35) (n = 12) 
Route availability 2.73 2.50 (-0.23) 
(n=37) (n=14) 
Special Offers: Discounts, 2.90 2.27 (-0.63) 
Frequent Flyers, etc. (n=30) | ( n = l l ) 
Key: * Between group difference significant at 95% confidence level. 
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Perceptions of the Airlines: Airline-Flyers Vs. Non-Airline-Flyers 
The perceptions for British Airways and Cathay Pacific tabulated by BA 
flyers/non-BA-flyers and CX flyers/non-CX-flyers showed a similar trend as the 
general perceptions results presented above. Tables 15 and 16 tabulate the mean 
values of perceptions by the respective airline's flyers and non-flyers. The mean 
value is calculated based on those answers whose values are from 1 to 4 where 
"Very Good = 1" "Good"=2, "Poor"=3 and "Very Poor"=4, and "Don't Know"=5. 
Don't knows were not score. The number of valid cases (n) is given below the 
mean value. 
British Airways flyers perceived 10 of the evaluative criteria less positively 
than the non-BA-flyers. These 10 evaluative criteria are: "availability of non-stop 
flights" "overall company image", "modern air fleet", "safety", "cabin tidiness and 
cleanliness", "quality of ground services", "quality of inflight services", "punctuality", 
"availability of inflight interpreters", and "special offers". British Airways' overall 
company image was more positive among non-BA-flyers than BA flyers. It was 
also found that none of the differences between the two groups, BA-Flyers and 
non-BA-flyers, was statistically significant at 95% confidence level. 
In general Cathay flyers had more positive perceptions than non-CX-flyers 
except for the evaluative criterion "price". Cathay's overall company image was 
more positive among CX flyers than non-CX-flyers. However, it was found that 
none of the differences between the two groups, CX-Flyers and Non-CX-Flyers, 
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was statistically significant at 95% confidence level. 
For Korean Air, no comparison is shown between KAL Flyers and Non-
KAL-flyers, because there were only six KAL flyers. 
As we can see, the overall company image perceptions are different among 
airline-flyers and its non-flyers. In the previous case, flyers (i.e. people who fly 
in general) and non-flyers (i.e. people who do not fly) had similar image 
perceptions. Why is the present case different from the previous one? In this 
case, the difference in image perceptions may be due to the fact that an airline's 
flyers know more about the services of the carrier, and so they may give more 
extreme answers than those non-flyers. Therefore, we observed that there was a 
discrepancy in the perceptions between the two groups of respondents. 
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TABLE 12 
Perceptions of British Airwavs: BA Flyers Vs. Non-BA-Flyers 
Mean Value 
Differences 
Non-BA- (BA Flyers -
Evaluative Criteria BA Flyers Flyers Non-BA-flyers) 
Route availability 1.89 2.18 +0.29 
(n=9) (n=38) 
Availability of direct flights 2.00 2.00 -
(n=10) (n=37) 
Flight schedule convenience 2.00 2.09 + 0.09 
(n=8) (n=32) 
Price 2.00 2.39 + 0.39 
(n=8) (n=33) 
Availability of non-stop flights 2.10 1.95 (-0.15) 
(n=10) (n=38) 
OVERALL COMPANY IMAGE 2.10 2.02 (-0.08) 
(n=10) (n=45) 
Modern air fleet 2.20 2.14 (-0.06) 
(n=lQ) (n=37) 
Quality of food and beverages 2.20 2.42 + 0.22 
(n=10) (n=31) 
Safety 2.22 1.97 (-0.25) 
( n = 9 ) (11=33) 
Ease of reservations 2.25 2.30 + 0.05 
(n=8) (n=30) 
Cabin tidiness and cleanliness 2.30 2.09 (-0.21) 
(n=lQ) (n=33) 
Quality of ground service 2.33 2.16 (-0.17) 
(n=9) (n 32) 
QuaHty of inflight service 2.40 2.12 (-0.28) 
(n=lQ) (n=34) 
Punctuality 2.44 2.18 (-0.26) 
( n = 9 ) (11=34) 
Availability of inflight interpreters 2.67 2.60 (-0.07) 
(n=9) (n=25) 
Special Offers: Discounts, Frequent 2.75 2.68 (-0.07) 
Flyers, etc. (ii=8) (n=28) 
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TABLE 12 
Perceptions of Cathav Pacific: CX Fivers Vs. Non-CX-Flyers 
Mean Value 
Differences 
Evaluative Criteria CX Flyers Non-CX- (CX Flyers -
Flyers Non-CX-flyers) 
Route availability 1.58 1.89 +0.31 
(n=24) (n = 33) 
Availability of direct flights 1.63 1.91 +0.28 
(11=24) (n=32) 
Availability of non-stop flights 1.63 1.91 +0.28 
(n = 24) (n=32) 
Availability of inflight interpreters 1.68 2.08 +0.40 
(n=19) (n=24) 
Modern air fleet 1.77 1.97 +0.20 
(n=22) (n = 31) 
Safety 1.78 2.00 + 0.22 
(n=23) (n=32) 
Quality of inflight service 1.79 2.13 + 0.34 
(n=24) (11=32) 
Quality of food and beverages 1.83 2.18 +0.35 
(n=24) (n:33) 
Flight schedule convenience 1.87 2.03 +0.16 
(n=23) (n=29) 
Cabin tidiness and cleanliness 1.88 2.00 +0.12 
(n=24) (n=33) 
OVERALL COMPANY IMAGE 1.88 2.14 + 0.26 
(n=24) (11=35) 
Punctuality 1.96 2.14 +0.18 
(n=23) (n=29) 
Quality of ground service 2.04 2.16 +0.12 
(n=24) (n = 32) 
Ease of reservations 2.17 2.25 + 0.08 
(n=23) (n=28) 
“ 2.46 2.32 (-0.14) 
(n = 24) (n=31) 
Special Offers: Discounts, Frequent 2.71 2.83 +0.12 
Flyers, etc. (n=17) (n=24) 
56 
Perceptions of the Airlines: Decision Makers Vs. Others 
The perceptions for British Airways, Cathay Pacific and Korean Air 
tabulated by decision makers showed a similar trend as the general perceptions 
results presented above. 
Tables 17 18 and 19 tabulate the mean values of each evaluative criterion 
by decision makers and others (i.e. the non-decision-makers). The mean value 
is calculated based on those answers whose values are from 1 to 4 where "Very 
Good" = 1 "Good"=2 "Poor"=3, and "Very Poor"=4 and "Don't Know"=5. Don't 
knows were not scored. The number of valid cases (n) is given below the mean 
value. 
For British Airways, decision makers had less positive perceptions than 
others (non-decision-makers) for 11 of the evaluative criteria. These 11 items are: 
"availability of non-stop flights", "availability of direct flights", "cabin tidiness and 
cleanliness", "modern air fleet", "flight schedule convenience", "quality of ground 
service", "ease of reservations", "quality of inflight service", "route availability", 
"price", and "quality of food and beverages". In terms of the overall company 
image, decision makers perceived British Airways more positively than others 
(non-decision-makers). 
In general, decision makers had more positive perceptions for Cathay 
except for the following seven evaluative criteria: "availability of direct flights" 
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"availability of inflight interpreters", "overall company image", "quality of food and 
beverages", "punctuality", "price", and "special offers". 
For Korean Air, decision makers had more positive perceptions than 
others (non-decision-makers) in 12 of the evaluative criteria with the exception 
of the following three of them: "punctuality", "ease of reservation", and "quality of 
food and beverages". Both groups had similar perceptions of the evaluative 
criteria "cabin tidiness and cleanliness". For Korean Air's overall company image, 




Perceptions of British Airways: Decision Makers Vs. Others 
Mean Value 
Decision Differences 
Evaluative Criteria Makers Others (Decision Makers - Others) 
Safety * 1.95 2.10 +0.15 
(n=22) (n=2Q) 
Availability of non-stop 2.00 1.96 (-0.04) 
flights (n=25) (n=23) 
OVERALL COMPANY 2.00 2.07 + 0.07 
IMAGE (n=28) (n=27) 
Availability of direct flights 2.04 1.96 (-0.08) 
(11=24) (n=23) 
Cabin tidiness and 2.20 2.09 (-0.11) 
cleanliness (n=20) (n=23) 
Punctuality * 2.10 2.36 +0.26 
(n 21) (n = 22) 
Modern air fleet 2.17 2.13 (-0.04) 
(n=23) (n=24) 
Flight schedule convenience 2.20 1.95 (-0.25) 
(n=20) (n=20) 
QuaUty of ground service 2.24 2.15 (-0.09) 
(n=21) (n=20) 
Ease of reservations 2.26 2.32 (-0.06) 
(n=19) (n=19) 
QuaUty of inflight service 2.26 2.10 (-0.16) 
(n=23) (n=21) 
Route availability 2.28 1.95 (-033) 
(n=25) (11 = 22) 
Price 235 2.28 (-0.07) 
0 = 2 3 ) (n=18) 
Quality of food and 2.52 2.20 (-0.32) 
beverages (n=20) 
Availability of inflight 2.53 2.71 +0.18 
interpreters 0 = 1 7 ) (n=17) 
Special Offers: Discounts, 2.67 2.72 + 0.05 
Frequent Flyers, etc. (n=18) (n=18) 
Key: * Between group difference significant at 95% confidence level. 
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TABLE 17 
Perceptions of British Airways: Decision Makers Vs. Others 
Mean Value 
Decision Differences 
Evaluative Criteria Makers Others (Decision Makers - Others) 
Availability of non-stop 1.74 1.83 +0.09 
flights (n = 27) (n = 29) 
Route availability 1.75 1.76 +0.01 
(n=28) (11=29) 
Safety 1.81 2.00 +0.19 
(n=27) (n=28) 
Modern air fleet 1.85 1.93 + 0.08 
(n=26) (n=27) 
Availability of direct flights 1.86 1.71 (-0.15) 
(n=28) (n = 28) 
Cabin tidiness and 1.89 2.00 +0.11 
cleanliness (n=27) (n=30) 
Flight schedule convenience 1.96 1.96 -
(n=25) (n=27) 
QuaUty of inflight service 1.96 2.00 +0.04 
(11=28) (n=28) 
Availability of inflight 2.00 1.81 (-0.19) 
interpreters * (n=22) (n=21) 
Quality of ground service 2.00 2.21 +0.21 
(n=27) (n=29) 
OVERALL COMPANY 2.07 2.00 (-0.07) 
IMAGE (n = 29) (n=3Q) 
QuaUty of food and 2.07 2.00 (-0.07) 
beverages (n=28) 0 = 2 9 ) 
Punctuality 2.08 2.04 (-0.04) 
(n=25) (n=27) 
Ease of reservations 2.16 221 +0.11 
(n 25) (n=26) 
Price 2.46 2.30 (-0.16) 
(n=28) (n=27) 
Special Offers: Discounts, 2.82 2.74 (-0.08) 
Frequent Flyers, etc. (n=22) (n=19) 
Key: * Between group difference significant at 95% confidence level. 
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TABLE 17 
Perceptions of British Airways: Decision Makers Vs. Others 
Mean Value 
Decision Difference 
Evaluative Criteria Makers Others Decision Makers - Others 
Price 1.88 1.94 +0.06 
(n=17) (n = 18) 
Quality of inflight service 2.00 2.06 +0.06 
(n=16) (n=18) 
Cabin tidiness and 2.05 2.05 -
cleanliness (n=19) (n=19) 
Punctuality 2.25 2.24 (-0.01) 
(n=16) (n=17) 
Ease of reservations 2.29 2.25 (-0.04) 
(n=17) (n=16) 
OVERALL COMPANY 2.29 2.38 + 0.09 
IMAGE (n = 21) (n = 21) 
Flight schedule convenience 2.31 2.71 +0.40 
(n=16) (n=17) 
QuaHty of food and 2.32 2.21 (-0.11) 
beverages (n=19) (n=19) 
Modern air fleet 2.33 2.35 +0.02 
(n = 18) (n=20) 
Quality of ground service 2.33 2.41 +0.08 
(n = 15) (n=17) 
Availability of inflight 2.47 2.75 + 0.28 
interpreters (n=15) (n=16) 
Safety 2.42 2.47 + 0.05 
(n=19) (n=19) 
Availability of non-stop 2.50 2.72 +0.22 
flights (n=16) (n=18) 
Availability of direct flights 2.59 2.67 +0.08 
(n=17) (n=18) 
Route availability 2.60 2.88 + 0.28 
(n=20) (n=17) 
Special Offers: Discounts, 2.80 3.00 +0.20 
Frequent Flyers, etc. * (n=15) 0 = 1 5 ) 
Key: * Between group difference significant at 95% confidence level. 
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Image of the Airlines Perceived by the Respondents 
The image of the airlines as perceived by the respondents can be 
represented by the words given by the respondents in the questionnaire. The 
frequency of occurrence of the words for each airline is tabulated in Tables 20, 
21 and 22. Please note that the total frequency is not equal to 4 words x sample 
size (n = 93). This is because some of the respondents gave fewer than four words 
as their answer. Table 23 combines the information contained in Tables 20-22. 
It is a table comparing the words used to describe the image of the three airlines. 
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TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of 


















































TABLE 23 (Continued) 




























first class 1 
fun 1 
good 1 





















TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of 
Words Occurrence* 


















well-linked/good network 1 
wonderful 1 
youthful/young 1 
Key: * The total does not add to 4 words x sample size N (i.e. 4 x 93) 
because some respondents gave fewer than four words in their answer. 
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TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A C o m p a r i s o n 
Frequency of 

















































TABLE 21 (Continued) 


















































TABLE 21 (Continued) 
Words Used to Describe the Image of Cathav Pacific 
Frequency of 
Words Occurrence* 






Key: * The total does not add to 4 words x sample size N (i.e. 4 x 93) 
because some respondents gave fewer than four words in their answer. 
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TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of 


















































t a b l e 22 (Continued) 
Words Used to Describe the Image of Korean Air 
Frequency of 














































Key: * The total does not add to 4 words x sample size N (i.e. 4 x 93) 
because some respondents gave fewer than four words in their answer. 
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TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of Occurrence 
Words British Airways Cathav Pacific Korean Air 
abnormal 1 
abstract 2 1 
achieving 1 
airline-related 1 2 
ambiguous 1 





artistic 5 18 3 
Asian 4 2 
attentive/listen 2 1 
attractive/eye-catching 3 1 
basic 1 
beautiful 10 6 
beautiful hostess 1 
book 1 
boring/dull 1 1 4 
boss 2 
breakthrough 1 
British airline 4 




.caring/thoughtful 7 6 18 
cartoon 1 
challenging 1 
characteristic 1 1 
charming ^ ^ \ 
cheap 
cheerful 1 6 
Chinese 3 
classic 3 1 
classy 1 1 1 
clean 1 
clear/clear theme 1 1 
colourful 2 10 1 
comfortable 2 
common/ordinary 4 ^ ^ 
complex 
concise 1 7 
confiising ^ 1 1 
conservative 2 
convenient 1 
conventional 1 1 
cooperative 2 
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TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of Occurrence 
Words British Airways Cathav Pacific Korean Air 
cosmopolitan 1 
courtesy 1 
creative 12 1 
cruel 1 
cultural 13 











East-meets-West 3 1 
elegant 3 2 
energetic 1 2 
enjoyment 1 
ethnic 1 








feminine 1 1 
fierce 1 
first class 1 
folk 1 
freedom 14 
friendly/friendliness 20 23 4 
friendship 1 




global 20 2 








TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of Occurrence 
Words British Airways Cathav Pacific Korean Air 
helpful 1 2 
high class/up-market 3 1 
high tech 1 8 
historical 
home 1 1 
Hongkong-based 9 
human/humanistic 2 






international 8 3 
kindness 2 2 
Korean 22 
lack of focus 1 
lazy 1 
leisure 1 2 
lively 2 1 
local/localized 2 2 
London 2 
luxurious 3 2 
messy 1 
middle-class 1 











old 1 2 2 
ordinary 1 
oriental 10 ^ 
outdated/old-fashioned 3 5 
outstanding 1 
overwhelming 1 1 
past 
peaceful 2 
people-oriented ^ ^ 




TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of Occurrence 
Words British Airways Cathay Pacific Korean Air 
pleasure 1 
poor innovation 1 
power 1 
praise 1 
prestige 4 1 1 
pretty 1 2 
professional 1 2 19 
pushy 1 
quality 2 2 1 
realistic 1 
relax 6 1 




romantic 1 1 





service 4 13 10 
sexy 1 1 
silent 1 
simple 1 1 




smile 5 2 
soft 1 3 
special culture 4 


















TABLE 23 (Continued) 
Words Used to Describe the Image of the Three Airlines: A Comparison 
Frequency of Occurrence 





unrelated/irrelevant 5 3 
vague 1 
variety 1 2 
vibrant 2 
warm 8 12 6 
welcome 1 
well-established 1 1 




youthful/young 1 2 
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The following is a summary of the general image of the three airlines as 
perceived by the respondents in the questionnaire survey. 
The Image of British Airwavs in the Eves of the Respondents 
It seems that the image of British Airways perceived by the respondents 
is "beautiful", "creative" "friendly", with a sense of "freedom". To the respondents, 
the airline is "global" and "international". Its image is "special" and it gives people 
some sense of "unity". The flight attendants are warm, caring and thoughtful. 
Businessmen fly British Airways. 
The Image of Cathay Pacific in the Eyes of the Respondents 
Cathay Pacific's image can be described by the words "artistic", "classic", 
"colourful" and "comfortable". It is a warm and friendly Hong Kong based airline. 
Although Cathay Pacific is modern, it is oriental. The company projects a service 
image in the eyes of the customers. 
The Image of Korean Air in the Eyes of the Respondents 
To the respondents, Korean Air is, as its name implies, Korean". The 
airline is also oriental and old-fashioned in nature. Korean Air is warm, caring 
and thoughtful, and it projects a service image. Korean Air has a cultural and 
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traditional image. On the other hand, Korean Air is safe, high-tech and 
professional. 
There were several interesting points to note in this analysis. For all three 
airlines, there were respondents who wrote down words like "confusing" and 
"messy". These comments indicated that to these respondents, the company image 
as presented by the advertisements were not very clear to them. For Korean Air, 
there were six people who gave "Chinese" as Korean Air's image. This was 
interesting because there were respondents thinking of Korean Air as "Korean" 
and at the same time, there were some other respondents who thought that 
Korean Air is "Chinese". Perhaps this indicates that the cultural image projected 
by the Korean Air ads used in the study was not distinguishing enough. 
Respondents' Perceptions of the Advertising Message 
Four advertisements for each airline were chosen to be used in the survey. 
These ads are shown in Appendix 5-7. 
The Advertising Messages 
British Airways 
The ads chosen for British Airways consisted of both global and local ads. 
The first one is a local initiative for 1992 s Hong Kong Art's Festival which used 
77 
last year's global theme of the "global” airline. The second one is the local 
testimonial ad with David Tang as the person giving the testimonial. This ad is 
one of the series of testimonial ads that advertises British Airways personalized 
First Class services. The third and fourth ones are global ads. The third one is 
self-explanatory: it says that the airline's flight attendants are sensitive to their 
passengers needs. The fourth one is one of the ads from this year's "Smile" 
campaign. It shows a smile formed by doves, and the ad wants to communicate 
to the audience that British Airways is a friendly airline, and that it cares about 
people. 
Cathay Pacific 
The ads chosen for Cathay Pacific consisted of ads from various campaigns. 
The first one is an ad from its Supercity campaign which is used to sell Hong 
Kong to foreigners. The second ad is an ad selling the new Marco Polo Class 
seating arrangement. The third one is the "Service" ad which is part of the overall 
Cathay Pacific brand campaign. The fourth one is one of the Cathay Pacific First 
ads that would like to communicate a classic but international image of Cathay 
Pacific's First Class service. 
Korean Air 
The ads chosen for Korean Air are in Appendix 10. The first Korean Air 
ad contained a Korean fable, and it is used to commemorate the Korean 
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Foundation Day. The second Korean Air ad is about the comfort and good 
service of their Prestige Class. The third Korean Air ad is about the experienced 
and well-trained cockpit crew. The fourth Korean Air ad wants to communicate 
to the audience the frequency of flights that Korean Air operates to Seoul each 
week. Since the author was not able to obtained any information from the 
advertiser or the advertising agency, the message content reported here represents 
the view of the author. In the analysis that follows, we should look at how 
respondents perceived Korean Air's ads as some clues for their intended 
advertising messages. 
The Message Perceived by the Respondents 
Tables 24-35 are summaries of the advertising messages of each 
advertisement as perceived by the respondents. Following the tables is a 
description of the results for this part of the questionnaire. 
TABLE 24 79 
British Airways Advertisement # 1: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 British Airways joins people from all over the world together. 28 
2 Team work, united effort cooperation. 10 
3 British Airways is a global airline. 6 
4 British Airways is people oriented. 6 
5 British Airways is supportive of community/cultural activities. 3 
6 Building/forming a face. 3 
7 Everyone in the world likes to fly British Airways. 3 
8 The employees cooperate with each other to provide the services. 3 
9 British Airways is an international airline. 2 
10 We're chic, unconventional, and playfiil. 2 
11 "Globalized harmony" is BA's corporate mission. 1 
12 BA is a large company. 1 
13 BA is a popular airline. 1 
14 BA travellers have personal styles. 1 
15 British Airways is a special airline. 1 
16 British Airways is an innovative. 1 
17 Exploration 1 
18 People from different races come together with smiles. 1 
19 Simple and clear image. 1 
20 Spiritual message 1 
21 They have enough man-power. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 80 
British Airways Advertisement # 2: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 British Airways is for businessmen. {5~~ 
2 Famous, rich, and successful people fly British Airways. 13 
3 Luxurious, and comfortable first class service. 7 
4 Cheerfulness in flying British Airways. 6 
5 The lifestyle of those well-off BA flyers. 4 
6 Successful 3 
7 The flight is as comfortable as staying at home. 3 
8 The flight is comfortable. 3 
9 BA is a large airline. 2 
10 BA is the most favourite airline. 2 
11 Flying British Airways -> a wonderfiil trip. 2 
12 BA provides high-class services. 2 
13 Good inflight entertainment. 2 
14 New personal video system for passengers. 2 
15 New Services for passengers. 2 
16 Selling business class service. 2 
17 A passenger saying "thank you" to BA for its services. 1 
18 A relaxing flight. 1 
19 Efficient and reliable service. 1 
20 Excitement about flying. 1 
21 Flying First Class is enjoyable. 1 
22 Majestic 1 
23 People who enjoy life fly British Airways. 1 
24 Ridiculous 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 81 
British Airways Advertisement # Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 The flight attendants are very sensitive to the passengers' needs. 28 
2 Friendly and warm attitude of the flight attendants. 13 
3 Good inflight services. 10 
4 Beautiful flight attendants. 6 
5 Nice flight attendants. 5 
6 British Airways cares for customers. 4 
8 British Airways serves different people. 2 
9 Pleasant flight attendants. 2 
10 Sweet and smiling air stewardess. 2 
11 "Have a nice trip." 1 
12 Asthetic 1 
13 Courtesy 1 
14 Detail 1 
15 To convey BA's quality of service. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 82 
British Airways Advertisement # 4: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 By flying BA you can travel to anywhere around the world. n ~ 
2 Many flights to London/Best way to London 6 
3 A wonderful trip to your destination. 4 
4 BA has a large route network. 4 
5 Smiling/joyful/BA makes customers happy. 4 
6 British Airways is a British airline/Spirit of the British 3 
7 High flight frequencies. 3 
8 BA is the favourite airline. 2 
9 British Airways is "flying high" 2 
10 British Airways is a global airline. 2 
11 British Airways is an international airline. 2 
12 British Airways is based in London. 2 
13 British Airways is friendly and warm to passengers. 2 
14 Fly British Airways. 2 
15 A fresh image 1 
16 A natural environment 1 
17 A sense of freedom; at ease. 1 
18 BA has non-stop flights. 1 
19 BA is an expert in flying. 1 
20 BA provides comfortable services. 1 
21 British Airways is the market leader. 1 
22 British Airways provides world-wide services. 1 
23 Cooperation 1 
24 Harmony 1 
25 The feeling of flying BA is good. 1 
26 The world is beautiful. 1 
27 To convey an open and free image. 1 
28 You can fly to beautiful and romantic places like the one in the ad. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 83 
Cathay Pacific Advertisement # 1: Message Perceived by the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 Cathay is a Hong Kong based airline. 
2 Cathay Pacific bridges the east and the west. 7 
3 Hong Kong is a cosmopolitan city. 5 
4 Hong Kong is a supercity to visit. 5 
5 Cathay Pacific is based in Asia. 4 
6 Cathay Pacific is contemporary. 4 
7 Hong Kong is full of many Chinese things and Chinese people. 4 
8 The ad is about the Oriental image of the airline. 4 
9 Cathay Pacific flies to Hong Kong. 3 
10 Hong Kong is graceful with regional colours. 3 
11 Hong Kong is very special, with many special things. 3 
12 Hong Kong is a dynamic city, and Cathay is based in Hong Kong. 2 
13 Hong Kong is Oriental. 2 
14 The long history of Cathay Pacific. 2 
15 There are a lot of entertainment activities in Hong Kong. 2 
16 A modern and new image. 1 
17 Cathay is the best airline in Hong Kong. 1 
18 Cathay Pacific has a stylish image. 1 
19 Cathay Pacific is an international airline. 1 
20 Cathay Pacific is at the forefront of the airline industry. 1 
21 Convenience image of the airline. 1 
22 Exciting trip. 1 
23 Fly Cathay to see beautiful things. 1 
24 Glamorous 1 
25 High cultural adaptation of the airline's service. 1 
26 Imagery 1 
27 Outstanding 1 
28 The ad is a kind of art. 1 
29 The ad is about a special culture. 1 
30 The ad is about Chinese arts. 1 
31 The airline links two places together. 1 
32 The flight attendants are beautiful. 1 
33 The message is "modem and with great variety". 1 
34 The message is controversial and exotic. 1 
35 To convey a "creative" image. 1 
36 To convey the high-fashion image of CX. 1 
37 You will find variety if you visit Hong Kong by flying CX. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 84 
Cathav Pacific Advertisement # 2: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 Cathay provides a comfortable and spacious cabin environment.. 16~ 
2 Cathay Pacific provides good services. 9 
3 The ad is about the comfortable business class service. g 
4 The cabin layout is spacious and comfortable. 8 
5 The ad conveys a "comfortable image." 7 
6 Cathay Pacific's spacious business class cabin. 5 
7 It is nice to fly CX's business class. 5 
8 You can enjoy a relaxing flight by flying CX. 4 
9 Leisure and enjoyment 3 
10 Businessmen fly Cathay Pacific. 2 
11 Efficient and fast inflight services. 2 
12 The passenger will enjoy a home-like and relaxing environment. 2 
13 Ambiguity 1 
14 Good food is served on board the flights. 1 
15 The ad is about the quality of inflight services. 1 
16 The airline has spacious seats and speedy service. 1 
17 The flight attendants are hardworking. 1 
18 The flight attendants provides quick services. 1 
19 The flight is light and enjoyable. 1 
20 The luxurious service of Cathay Pacific. 1 
21 There is always a flight attendant nearby. 1 
22 To convey a high class image. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 85 
Cathav Pacific Advertisement # 3: Message Perceived by the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 Good service and friendly cabin attendants. 22 
2 The flight attendants care for the passengers. 17 
3 Good and comfortable inflight services. 9 
4 Warm and courteous flight attendants. 7 
5 Beautiful flight attendants. 4 
6 A sense of delicacy and gentleness. 2 
7 Courtesy services are expected. 2 
8 CX provides quality services. 2 
9 Flight attendants from 10 Asian lands + good engines = best services. 2 
10 Sincere service is provided. 2 
11 Warm and helpful flight attendants. 2 
12 Cathay Pacific is eager to serve its customers. 1 
13 Cathay provides the best service. 1 
14 The ad is about smiles and friendships. 1 
15 The crew members are all kind and helpful. 1 
16 The long history of Cathay Pacific. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 86 
Cathay Pacific Advertisement # 4: Message Perceived by the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 Classical First Class 
2 The airline mixes different cultures together. 7 
3 The ad is about the long history of Cathay Pacific. 6 
4 Good tradition 5 
5 Different routes are available. 4 
6 Elite and classy 4 
7 Renaissance of first class travel. 4 
8 The prestigious/high-class first class service of CX. 4 
9 On board CX, you can find different cultures and different experiences. 3 
10 Those flying CX's first class will fly in luxury and style. 3 
11 To convey a traditional image. 3 
12 CX aims at the up-market group of passengers. 2 
13 Fine services on board CX flights. 2 
14 The ad is about "East-meet-West." 2 
15 To convey an international image. 2 
16 A m b i g u i t y 1 
17 Cathay is an innovative airline. 1 
18 Cathay is introducing a new class of service. 1 
19 Cathay's mission is artistic and quality. 1 
20 CX brings you to different places in the world. 1 
21 CX cares about the Western and the Eastern cultures. 1 
22 CX is modem, and yet it treasures historical values. 1 
23 Excellent and elegant first class service. 1 
24 Exchange of cultural values. 1 
25 Go to Asia, a place with different cultures. 1 
26 Good taste 1 
27 Many books in the ad. 1 
28 The ad conveys a contemporary image. 1 
29 The ad conveys an artistic image. 1 
30 The ad is about the benefits of the new first class service. 1 
31 To convey a stylish image. 1 
32 Western style 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 87 
Korean Air Advertisement # 1: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 The message conveyed by the ad is unclear. ~ 
2 The traditional spirit of the Koreans. 10 
3 The company is as strong as a tiger. 6 
4 The spirit of dedication. 5 
5 The tradition of Korean Air. 4 
6 A national image 3 
7 Aggressive image 3 
8 The ad is about nature/natural things. 3 
9 The ad is about the Oriental culture. 3 
10 Celebrating the Korean Foundation Day. 2 
11 Chinese style/tradition 2 
12 Imagery 2 
13 Korea is different from other countries. 2 
14 Korean Air is a competitive airline. 2 
15 The ad is an art/artistic. 2 
16 The history of the airline. 2 
17 Asian image 1 
18 Classic image 1 
19 Confused theme, probably conveys a strong image (tiger analogy). 1 
20 Different people can get along with each other. 1 
21 KAL concerns about the basics. 1 
22 KAL concerns the environment. 1 
23 KAL is striving to become the best. 1 
24 Korean Air is a lively airline. 1 
25 Korean Air is from Korea. 1 
26 Technically competent and skilful. 1 
27 The advertisement is telling a story about a zoo. 1 
28 The Koreans are nice and friendly. 1 
29 The strength and energy of the Korean nation. 1 
30 The strength of the airline. 1 
31 The Symbol of Korea. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 88 
Korean Air Advertisement # 2: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 The flight attendants care for the passengers. ^ 
2 Good and comfortable service. 17 
3 Good business class service. g 
4 KAL cares about the slightest matter. 4 
5 Friendly services. 3 
6 Korean Air emphasizes service quality. 2 
7 Korean Air provides the best service. 2 
8 The ad is about the Prestige Class service. 2 
9 Fine services for first class passengers. 1 
10 Helpful and attentive cabin crew. 1 
11 Korean Air provides courtesy service. 1 
12 Korean Air provides sincere services. 1 
13 Roomy/Spacious cabin - great comfort 1 
14 Sex discrimination with female flight attendants being too humble. 1 
15 The ad is about food and beverages. 1 
16 Warm services are provided. 1 
17 You can relax by flying with KAL. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 89 
Korean Air Advertisement # 3: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 Korean Air's dedication on passengers' safety. ^ 
2 Professional image of KAL. 13 
3 Qualified and well-trained pilots/mechanics. 7 
4 The message is "safe and hi-tech." 6 
5 Crew members' expertise. 4 
6 Korean Air is safe and experienced, you can trust us. 4 
7 The high technology aspect of Korean Air. 4 
8 KAL is a modem airline. 3 
9 KAL is well-equipped with good "machines" and pilots. 3 
10 Carefulness 2 
11 KAL provides good services. 2 
12 Korean Air is reliable. 2 
13 The flight condition. 2 
14 A concentrated vision and direction. 1 
15 Fantastic image 1 
16 Flying in the dark. 1 
17 Look forward to having a holiday. 1 
18 Night routes are available. 1 
19 Romantic image 1 
20 The experience of Korean Air around the world. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
TABLE 24 90 
Korean Air Advertisement # 4: Message Perceived bv the Respondents 
Frequency of 
Message Perceived bv the Respondents Occurrence* 
1 The ad is about the Korean culture. 24 
2 Korean Air is a traditional Korean Airline. 14 
3 Korean Air is bassed in Korea. 8 
4 Korean Air has frequent flights to Seoul. 5 
5 Good flight schedule. 3 
6 Korean Air brings you to the traditional Korea. 3 
7 Korean Air values culture and tradition. 3 
8 The ad shows cultural characteristics of the Orient. 3 
9 Korean Air has a long history, good establishment. 2 
10 Korean Air's classic image. 2 
11 A good trip to Korea. 1 
12 Folk 1 
13 Friendly Korean people. 1 
14 Harmony 1 
15 Korea is a place with many customs. 1 
16 Korean Air is an Oriental airline. 1 
17 The ad is about culture and travel. 1 
18 The ad is about the airline's cooperative staff. 1 
19 The airline's hub is Seoul. 1 
20 The tradition of Korean Air. 1 
Key: * The total does not add to N=93 because "Don't know" and blank answers are omitted. 
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British Airways: Perceived Advertising Messages 
For the first British Airways ad, 10 respondents thought that the message 
was "teamwork, united effort, and cooperation." There were 28 respondents who 
thought that the advertisement was about the message that "British Airways joins 
people from all over the world together." Six of the respondents thought that the 
message was "British Airways is a global airline," and another six thought that the 
message is "British Airways is people oriented." 
For the second British Airways ad, 15 respondents thought that the 
message was "British Airways is for Businessmen." Another 13 respondents 
thought that the advertisement was about the passengers of British Airways, in 
that the airline is flown by famous, rich and successful people. Six respondents 
thought that the message is cheerfulness in flying BA, whereas another seven 
thought that the ad was about luxurious and comfortable first class service. 
To 28 respondents, the third BA ad told them that the airline's flight 
attendants are very sensitive to the passengers' needs. For 13 respondents, the 
ad was about the friendly and warm attitude of the flight attendants. For 10 
respondents, the message is good inflight services. 
The fourth BA ad is interpreted diversely by the respondents. The only 
theme that emerged from the respondents (n=23) was that by flying BA, you can 
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travel to any place around the world. Another theme is that BA has many flights 
to London. 
Cathay Pacific: Perceived Advertising Messages 
Concerning the first Cathay Pacific ad, 12 respondents thought that the 
message was "Cathay Pacific is a Hong Kong based airline." Seven respondents 
thought that it meant that ”the airline bridges the east and the west." For five 
respondents, it was about Hong Kong as a supercity to visit. Another five 
respondents thought that it was about Hong Kong - the cosmopolitan city. Other 
themes that emerge are: Cathay is contemporary, Cathay is based in Asia, it is 
about Chinese people and Chinese things. 
For the second Cathay Pacific ad, 16 respondents thought that the ad was 
about the comfortable and spacious cabin environment provided by the airline. 
For eight of the respondents, it was about the comfort of the Business Class. 
Nine of the respondents interpreted the ad as talking about the good service 
provided by the airline, while eight of the respondents thought it was about the 
cabin layout. Four respondents thought it was about the relaxing flight. Major 
themes that emerge are: business class, spacious cabin and good service. 
To 32 respondents, the third CX ad was about the friendly flight attendants 
providing good service to the passengers, while 17 respondents thought it was 
about the caring attitude of the flight attendants. Nine respondents thought it was 
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about the comfortable inflight services on CX flights, and seven thought it was 
about the warm and courteous services provided by the airline. Most respondents 
gave answers related to flight attendants and inflight services. 
The fourth CX ad projected a classical First Class image to 10 respondents, 
while six other respondents thought the ad was about the long company history 
of Cathay Pacific. Seven people thought the ad was about Cathay mixing the 
different cultures together. Four respondents thought the ad was talking about 
the prestigious and high class touch of the Cathay Pacific First Class service. 
Four other respondents thought the ad was talking about the renaissance of First 
Class travel. The major themes that emerge seem to be classical image, First 
Class service, international, and prestigious service. 
Korean Air: Perceived Advertising Messages 
Concerning the first Korean Air advertisement, 10 respondents thought it 
was about the traditional spirit of the Koreans, while 12 of the respondents 
thought the message was unclear, and they do not really know what it was all 
about. Six of the respondents thought the ad was to communicate the fact that 
the airline was very strong, probably as strong as a tiger. However, one 
respondent expressed doubt about the tiger analogy. Five respondents thought 
the ad was about the dedicated spirit of Korean Air, while two respondents 
expressed the view that the ad was merely an expression of congratulations to the 
Korean people on the country's foundation day. 
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For the second Korean Air ad, 26 respondents thought the ad was about 
the caring flight attendants. For 17 respondents, the ad was about the 
comfortable service provided by the airline. To eight respondents, the ad was 
about the good business class service that Korean Air provides. One comment 
is particularly worth noting. This respondent thought the ad was sexist, and that 
the female flight attendant in the ad was being too humble to the customer. The 
major themes that emerge are caring flight attendants and comfortable service. 
For the third Korean Air ad, 21 respondents thought the ad was about the 
airline's dedication to the passengers safety. This notion of dedication to safety 
should be especially noted in the light of the results obtained when we looked at 
the respondents' general perception of the company in terms of safety. The mean 
value obtained from that question was slightly over 2.5 indicating that the 
respondents thought of the airline as doing relatively poorly in terms of safety. 
For 13 respondents, the ad projected a professional image. For seven 
respondents, the ad communicated the message that the airline possessed well-
trained and qualified pilots/technicians. For six respondents, the ad told them 
that KAL is safe and hi-tech. 
The fourth Korean Air ad communicated the message that Korean Air was 
a traditional airline to 14 respondents. For 24 respondents, the ad communicated 
the Korean culture to them. The major themes that emerge are: Korea, 
traditional airline, and frequent flights to Seoul. 
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From the above responses given by the respondents, we can see that, in 
general, the more tangible the image presented by the ads were (e.g. Cathay 
Pacific's "Service" ad), the more likely that there would be a larger number of 
people understanding the ads correctly. For ads that were less tangible and more 
abstract (e.g. the fourth British Airways "Smile" ad), the more difficult it was for 
the audience to interpret the message. 
Message Execution 
In general, respondents found the British Airways ads interesting, 
uninformative, creative, attractive, and ads that they liked. For Cathay Pacific, 
the ads were interesting, informative, creative, attractive, and ads that respondents 
like. For Korean Air, the results are the opposite. Korean Air's ads tend to be 
boring, uninformative, ordinary, unattractive, and tend to be ads that respondents 
do not like. Table 36 shows the mean values for each of the statements for each 
airline's ads. We have also tabulated the results by sex, age, marital status, 




Message Execution = 
Mean Value 
ARE: BA CX KAL MEAN 
interesting (1) / boring (4) 1.84 2.28 2.77 2.30 
creative (1) / ordinary (4) ] £ 7 2.35 2.87 2.30 
attractive (1) / unattractive (4) 1.91 2.23 2.91 2.35 
ads I Uke( 1) / ads I don't like (4) 2.13 2.30 2.96 2.46 
informative (1) / uninformative (4) 2.80 2.39 2.69 2.63 
From the above table, we could see that in general, airline ads were 
slightly interesting, slightly creative, slightly attractive, and were ads that 
respondents like. However, it seemed that airline ads in general, were 
uninformative (mean value for that statement 2.63 > the mid-point value of 
2.50). This result may be due to the fact that the airline ads used in the survey 
were mostly brand or product ads rather than tactical ads. 
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TABLE 37 
British Airwavs: Message Execution hv Sex 
MALE FEMALE Differences 
M S ARE: (n = 51) (n=42) (Male - Female) 
creative (1) / ordinary (4) ^ 1.71 +0.08 
interesting (1) / boring (4) 1.80 1.88 +0.08 
attractive (1) / unattractive (4) 1.94 1.88 (-0.06) 
ads I like (1) / ads I don't like (4) 2.20 2.05 (-0.15) 
informative (1) / uninformative (4) 2.73 2.88 + 0.15 
TABLE 38 
Cathav Pacific: Message Execution by Sex 
MALE FEMALE Differences 
ADS ARE: (n=51) (n=42) (Male - Female) 
attractive (1) / unattractive (4) 2.20 2.26 + 0.06 
interesting (1) / boring (4) 2.24 2.33 + 0.09 
ads I like (1) / ads I don't Hke (4) 2.27 2.33 +0.06 
informative (1) / uninformative (4) 2.31 2.48 +0.17 
creative (1) / ordinary (4) 233 2.38 + 0.05 
TABLE 39 
Korean Air: Message Execution By Sex 
a d s a r e m a l e f e m a l e Differences 
(n=51) (n=42) (Male - Female) 
informative (1) / uninformative (4) * 2.55 2.86 +0.31 
interesting (1) / boring (4) 2.69 ^ +0.19 
creative (1) / ordinary (4) ^ ^ +0.11 
attractive (1) / unattractive (4) ^ ^ +0.12 
ads I like (1) / ads I don t like (4) 2.92 3.00 + 0.08 
Key: * Between group difference significant at 95% confidence level. 
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TABLE 40 
British Airways: Message Execution by Age 
AGE AGE AGE 
20-24 25-29 30-34 
ADS ARE: (11=47) (n=25) (n = 18) 
creative (1) / ordinary (4) 1.66 1.48 1.83 
interesting (1) / boring (4) 1.81 1.72 2.00 
attractive (1) / unattractive (4) 1.83 1.92 2.06 
ads I like (1) / ads I don't like (4) * 2.06 2.04 2.17 
informative (1) / uninformative (4) 2.87 2.80 2.56 
I 
TABLE 41 
Cathay Pacific: Message Execution by Age 
AGE AGE AGE 
20-24 25-29 30-34 
ADS ARE: (n=47) (n=25) (n=18) 
attractive (1) / unattractive (4) * 2.21 2.24 2.06 
interesting (1) / boring (4) ^ ^ 2.11 
creative (1) / ordinary (4) * ^ ^ 2.11 
ads I like (1) / ads I don t like (4) * ^ ^ 2.11 
informative (1) / uninformative (4) * 2.57 2.20 2.00 
TABLE 42 
Korean Air: Message Execution by Age 
AGE AGE AGE 
20-24 25-29 30-34 
ADS ARE: (n=47) (n=25) (n=18) 
informative (1) / uninformative (4) 2£7 2.61 
interesting (1) / boring (4) ^ ^ 2.72 
creative (1) / ordinary (4) . 2.74 2.94 
attractive (1) / unattractive (4) 2.16 ^ 3.00 
ads I like (1) / ads I don t like (4) 2.89 3.08 2.89 
Key: * Between group difference significant at 95% confidence level. 
Note that the "Age 35 or above" group is not shown because n = 3. 
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TABLE 43 
British Airways: Message Rxecution bv Marital Status 
M S ARE: SINGLE MARRIED Differences 
I (n=75) I (n=18) (Single - Married) 
creative (1) / ordinary (4) 1.61 1.89 +0.28 
interesting (1) / boring (4) ^ 1.89 +0.06 
attractive (1) / unattractive (4) 1.85 2.17 +0.32 
ads I like (1) / ads I don't like (4) 2.07 2.39 +0.32 
informative (1) / uninformative (4) 2.87 2.50 (-0.37) 
TABLE 44 
Cathay Pacific: Message Execution by Marital Status 
ADS ARE: SINGLE MARRIED Differences 
(n=75) I (n=18) (Single - Married) 
attractive (1) / unattractive (4) 2.25 2.11 (-0.14) 
interesting (1) / boring (4) 2.29 2.22 (-0.07) 
ads I like (1) / ads I don't like (4) 2.32 2.22 (-0.10) 
creative (1) / ordinary (4) 2.37 2.28 (-0.09) 
informative (1) / uninformative (4) * 2.45 2.11 (-0.34) 
TABLE 45 
Korean Air: Message Execution by Marital Status 
SINGLE MARRIED Differences 
ADS ARE: (n=75) (n=18) (Single - Married) 
informative (1) / uninformative (4) 2.65 2.83 +0.18 
interesting (1) / boring (4) 2.77 ^ +0.01 
creative (1) / ordinary (4) ^ ^ +0.16 
attractive (1) / unattractive (4) ^ ^ +0.18 
ads I like (1) / ads I don't like (4) ^ 3.17 +0.26 
Key: * Between group difference significant at 95% confidence level. 
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TABLE 46 
British Airways: Message Execution 
bv Annual Personal Income 
< $50,000 $50,000 to $249,999 = > $250,000 
ARE: (n=56) (n=14) (n = 23) 
creative (1) / ordinary (4) 1.63 1.79 1.70 
interesting (1) / boring (4) 1.77 2.07 1.87 
attractive (1) / unattractive (4) 1.84 2.00 2.04 
ads I like (1) / ads I don't like (4) 2.05 2.29 2.22 
informative (1) / uninformative (4) 2.88 2.79 2.61 
TABLE 47 
Cathay Pacific: Message Execution 
bv Annual Personal Income 
< $50,000 $50,000 to $249,999 = > $250,000 
ADS ARE: (n = 56) (n = 14) (n=23) 
attractive (1) / unattractive (4) 2.21 2.00 239 
interesting (1) / boring (4) 2.29 2.21 2.30 
ads I like (1) / ads I don't like (4) 2.32 2.00 2.43 
creative (1) / ordinary (4) 2.36 2.07 2.52 
informative (1) / uninformative (4) 2.48 2.07 2.35 
TABLE 48 
Korean Air: Message Execution 
by Annual Personal Income 
< $50,000 $50,000 to $249,999 = > $250,000 
ADS ARE: (n=56) (n=14) (n=23) 
informative (1) / uninformative (4) 2.55 3.00 2.83 
interesting (1) / boring (4) ^ ^ 2.87 
creative (1) / ordinary (4) * ^ ^ 3.17 
attractive (1) / unattractive (4) * ^ ^ 3.22 
ads I like (1) / ads I don't like (4) 2.86 2.93 3.22 
Key: * Between group difference significant at 95% confidence level. 
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TABLE 49 
British Airwavs: Message Execution by Occupation 
FuU-Time Working People Differences 
Students (Part-time (Full-time Students 
ADS ARE: (n=58) Students, n=35) - Working People) 
creative (1) / ordinary (4) 1.62 1.74 +0.12 
interesting (1) / boring (4) 1.76 1.97 +0.21 
attractive (1) / unattractive (4) 1.84 2.03 +0.19 
ads I like (1) / ads I don t like (4) 2.05 2.26 + 0.21 
informative (1) / uninformative (4) 2.86 2.69 (-0.17) 
TABLE 50 
Cathay Pacific: Message Execution by Occupation 
Full-Time Working People Differences 
Students (Part-time (Full-time Students 
ADS ARE: (n=58) Students, n=35) - Working People) 
attractive (1) / unattractive (4) ^ ^ +0.10 
interesting (1) / boring (4) ^ ^ +0.01 
ads I like (1) / ads I don t like (4) 2.29 ^ +0.02 
creative (1) / ordinary (4) ^ ^ +0.03 
informative (1) / uninformative (4) 2.45 2.29 (-0.16) 
TABLE 51 
Korean Air: Message Execution bv Occupation 
Full-Time Working People Differences 
Students (Part-time (Full-time Students 
ADS ARE: (n=58) Students, n=35) - Working People) 
informative /uninformative (4) * 2.57 ^ +0.32 
interesting / boring (4) ^ ^ 
creative / ordinary (4) * ^ ^ +0.35 
attractive / unattractive (4) * ^ ^ +0.% 
ads I like (1) / ads I don't like (4) | 2.86 3 . n +0.25 
Cey: * Between group difference significant at 93% confidence level. 
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TABLE 52 
British Airways: Message Execution by Education 
Secondary School Bachelor's Degree 
ADS ARE: (n=32) (n=55) 
creative (1) / ordinary (4) 1.72 1.62 
interesting (1) / boring (4) ^ 
attractive (1) / unattractive (4) 1.97 1.84 
ads I like (1) / ads I don't like (4) 2.25 2.04 
informative (1) / uninformative (4) 2.72 2.85 
TABLE 53 
Cathay Pacific: Message Execution by Education 
Secondary School Bachelor's Degree 
ADS ARE: (n 32) (n = 55) 
interesting (1) / boring (4) * ^ ^ 
attractive (1) / unattractive (4) * ^ ^ 
creative (1) / ordinary (4) 2 M 
informative (1) / uninformative (4) 2 M 2 M 
ads I like (1) / ads I don t like (4) 2.44 2.18 
TABLE 54 
Korean Air: Message Execution hv Education 
Secondary School Bachelor's Degree 
ADS ARE: (n=32) (n=55) 
informative (1) / uninformative (4) ^ ^ 
interesting (1) / boring (4) ^ ^ 
creative (1) / ordinary (4) ^ ^ 
ads I like (1) / ads I don t like (4) ^ ^ 
attractive (1) / unattractive (4) 2.91 2.89 
Key * Between group difference significant at 95% confidence level. 
Note that the two groups, "post-graduate degree" and "others" are not shown because the number 
of respondents belonging to these two groups are 3 and 3 respectively. As such, the difference 
between the "secondary school" and the "bachelor's degree" groups is not shown. 
I 
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From Tables 37-39 message execution for the three airlines by sex, we 
could see that male respondents gave better scores than females except for two 
of the British Airways questions. 
When the message execution questions were broken down by age (as 
shown in Tables 40-42), only four questions for the Cathay Pacific ads showed 
statistically significant between group difference at 95% confidence level. 
When the same statements were broken down by martial status (Tables 43-
45), singles gave better scores than the married for four of the statements related 
to the British Airways ads, and all the statements related to Korean Air's ads. 
However, singles gave poorer scores than married for all of Cathay's message 
execution statements. Between group difference is only statistically significant (at 
95% confidence level) for the statement on the informativeness of the Cathay ads. 
When the message execution questions were broken down by annual 
personal income, (as shown in Tables 46-48) only two statements for Korean 
Air's ads showed statistically significant between group difference at 95% 
confidence level. 
When these same statements were broken down by occupation (full-time 
students vs. part-time "working" students, see Tables 49-51) full-time students 
gave better scores than the part-time students for four of the statements related 
to the British Airways ads, four of the statements related to Cathay Pacific's ads, 
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and all statements related to Korean Air's ads. Among the statements, the 
difference between groups were only statistically significant (at 95% confidence 
level) for three of the statements for Korean Air's ads. 
When the message execution questions were broken down by education 
(see Tables 52-54) only two statements for Cathay Pacific's ads showed 
statistically significant between group difference at 95% confidence level. 
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CHAPTER V 
CONCLUSIONS AND RECOMMENDATIONS 
To the marketer, the aim of advertising is to communicate, to convey the 
marketer's intended message to the target audience, so that the target audience will 
respond by selecting your products or services. Thus, whether the perceived 
advertising message is congruent with the advertiser's intended advertising message 
is very important. A wrongly perceived message may lead to misconceptions about 
a company's image and its services. 
Since the airline business is essentially a service industry where many elements 
are intangible, the airlines face a potential difficulty in conveying their services to 
their target audience. 
In order to test whether people really understand the messages in airline 
advertisements, we had used 12 airline advertisements in a survey questionnaire to 
see what messages were conveyed to the respondents. Table 55 on the next page 
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summarizes and consolidates the results of the some of the findings collected from the 





















































































































































































































































































































































































































































































































































































































































































































































































From the analysis, we can see that in general, the advertising messages 
contained in the airline ads were quite accurately perceived by the target audience. 
However, it seems that certain ads communicate better than others. The following 
is an evaluation on how each airline performs in terms of marketing communication 
by advertising. 
British Airways 
From the statements given by the respondents, it seems that British Airways 
was able to communicate its image quite well in its advertisements. Although BA's 
ads appeared to be simple and abstract, respondents were able to pick out the various 
advertising themes quite well. For instance, respondents were able to say that the 
"Face" ad conveyed a "global" message to the audience. The ad itself did not have 
any detailed copy. The only thing that it says is that BA sponsors the Hong Kong Arts 
Festival. However, the most important thing was that the "icon" in the ad conveyed 
something. The "Face" was a familiar picture to most people (if they do watch 
television). The ad itself was a shot from British Airways television commercial. 
Since the commercial itself was spectacular (because it involved a lot of people in the 
formation of the "face"), and it had been on air all year round in 1992, it would be 
almost impossible for anyone to miss it. In using such a familiar icon in the ad, 
people were able to associate it with the television commercial. Since the message 
in the television commercial is more obvious than in the print ad, because there are 
scenes where you can see people from different ethnic background coming together 
(which has a "Global" touch), people who associate the print ad with the commercial 
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will be able to get the advertising message. Thus, respondents were able to write 
down words that would be connected with the word "global" (e.g. worldwide, joining 
people from different cultures together, etc.). Although many people were able to 
get BA’s message by looking at the icon; for those less "imaginative" persons who 
saw it for the first time, they may have to do some guessing. Thus it is possible that 
the wrong message may be perceived by the audience. In general, BA's ads are very 
simple, but they communicate quite well. For an ad to communicate well, it may 
have to be simple. 
Cathay Pacific 
For Cathay Pacific, it seems that the brand ads communicate better than the 
product ads (i.e. Supercity ad and the Cathay Pacific First ad). This may be the 
result of too much information contained in the ad (e.g. there were many paintings 
in the Cathay Pacific First ad). Or it may be due to the abstract or complex graphic 
design. When compared to the BA ads, the Cathay ads are graphically more complex 
and colourful than the BA ads, so the audience may have to take time to read and 
understand the meaning contained in the graphics. As people reading magazines will 
usually flip through the pages of ads to find their "target" feature article, print ads 
have to be simple and eye-catching in order to get people's attention. Cathay's ads 
are eye-catching, but sometimes the copy is too long, and sometimes the graphical 
design is a bit too complex for the reader to deduce its meaning easily. 
Ill 
Korean Air 
Respondents seemed to have difficulty in understand the first Korean Air ad. 
Perhaps the problem lies with the fable and the graphical design of the ad. The tiger 
and the bear seem to be too remote from aviation business, thus making it difficult 
for the audience to associate it with an airline. Although the fable can convey a 
traditional Korean image to the target audience, the long copy may make the readers 
tired from reading the whole copy. What is the purpose of having a copy that do not 
communicate and is not read by the audience? Of course we need to have a copy that 
represents the airline's home culture if it is placing an ad to commemorate a national 
event. However, if the ad does not effectively communicate what you want to say, 
what is the purpose of placing it in the media? The other Korean Air ads seem to 
convey the message well except the first one. The incommunicable ad itself may be 
the problem. 
Airline Advertising: Some Recommendations 
From the content analysis, it seems that most airlines use print advertising to 
communicate aspects of their services such as friendly flight attendants, new 
destinations, route network, etc. However, from the standpoint of the audience, these 
advertising themes are so common that the advertisements may all look very similar 
except for the different uniforms that the flight attendants wear and the colour of the 
aircraft. 
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As such, the advertisements may be able to communicate the message to their 
customers because these service aspects are all very tangible elements. However, 
these me-too advertisements (because they look very similar) may not be able to 
register deeply into the minds of the customers. 
On the other hand, the advertisements that are attractive, interesting and easily 
memorable (e.g. the British Airways "Face" ad) may be too colourful or too abstract 
for ordinary people to understand. Therefore, advertisers should strike a balance 
between attractiveness, memorability and communication. As the airline business is 
a service business, and service itself is intangible in many respects, advertisements 
that tangiblize the intangible aspects will allow the audience to comprehend the 
message content more easily. However, these ads should be special in the sense that 
it is not a me-too presentation, so that the audience will be able to recognize the 
brand once they see the ad. Otherwise, the advertising dollars will be wasted because 
people may not be able to remember your brand in such a competitive airline 
business. 
Airline advertisements should be created in the sense that it will communicate 
the competitive advantage of the carrier. Since the national carrier of a country will 
certainly has the advantage of enjoying a well-connected network from the local hub 
(that is, the city where it is based), people within that hub will certainly have better 
perceptions on it in terms of route network and route availability. Moreover, a 
national carrier has the advantage in its home country in that it enjoys a 
communication advantage to its customers because it has a better understanding about 
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its local customer. However, a successful carrier can not just serve its local 
customers, it must also serve its international customers. Thus, communication with 
its overseas customers is also extremely important to a carriers's success. But 
unfortunately, a carrier will lose its communication advantage in overseas destinations 
because the outpoit may not be its hub in that area, and so there may be 
disadvantages to the carrier if it emphasizes too much its route network or frequency, 
because, certainly, the local national carrier will have a comparatively more 
advantageous route network in its home base 
Therefore, a more viable communication/advertising message may be on the 
carrier's special characteristics. This may be its modem fleet its personalized 
service, or anything like that. However, there is one important point to note: service 
organizations should never overemphasize its service quality because quality 
perceptions may be different for different people. Unless you service is extremely 
good, a service company should never make any quality guarantees to its customers 
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APPENDIX 1 
AN OUTLINE OF THE QUESTIONS FOR THE PERSONAL INTERVIEWS 
APPENDIX 1 
PERCEPTIONS OF AIRLINE ADVERTISING: 
CONGRUITIES & INCONGRUITIES 
Proposed Outline Guide 
• * 
The British Airwavs Advertising Campaign 
-Wha t is the target audience of the British Airways advertising campaign? 
-Wha t is(are) the major theme(s) of the British Airways advertising campaign? 
- W h a t message(s) does British Airways want to convey in its print newspaper 
advertisements? 
- W h a t message(s) does British Airways want to convey in its print magazines 
advertisements? 
-What "image” does British Airways want to promote in its advertising campaign? 
- A r e British Airways' overseas advertisements different from the local ones? If 
so, in what way? 
* The same series of questions were asked in the Cathay Pacific and Korean Air 
interviews focusing of course, on the specific airline in each case. 
APPENDIX 2 
SURVEY QUESTIONNAIRE 
TIlE CHINESE UNIVERSITY OF HONG KON(; 
1\:IBA PHOJECT 
Sl)J~ VJ~~JllH~STI( )NNAI RE 
Datc and Timc: 
------------------.--------
E<}r.-J2fJi cc-.L} s c Q!lly 
Qucstionllairc No.: L.--l_~. (1-3) 
FT n B A L.--l PT BBA L~ 
FT MBA 1---' PT f\1 BA L..J 
L_' (4) 
To he read tlyjIlCcryicw{'r': (,nod lIlOI'll i Ilg/a nerl10oll/evcll illg. (am all f\1 HA St udclll :It The Ch i IIcse 
Univcrsity of (long Kong. (am currelltly doillg a project 011 advcrtising, and ( would likc to illvitc you to 
answer a qucstionnaire. Your rcsponsc to this qucstiollnairc is very important to thc rcscarch results. Your 
response on tlte questiollnairc will remain confidcntial. No questionnaire will be used on its OWII, all resulls 
will he tahulated. The results will be for acadcmic lIse only. Thank you for your help. 
PART I: BRAND A\VARENESS 
Illsfnldiolls: 
r ;\111 going to show you 10 print ads for various products and scndccs on the screcn. The advertisclllCllts will 
he showll in random ordcr l w ice. The only t h i ng that is !!ill shown is the brand name of each ad vcrt iscd 
product or servicc. 
Please writc down the brand names of products or services that are heillg ~ldvertised. 
B qllld N :lJne~ For Office Use Ollly~ 
I. L.--l (5) 
2. '--J (()) 
3. '--J (7) 
4. '--J un 
5. '--J (9) 
0. L-_I (10) 
7. t ___ ~ (11) 
R. ~ (12) 
9 . L--' (I.~) 
10. ~I (Ill) 
Please Il()~j)~r h ..... over 1.0 fhe Ilexl page tlufil ),011 are told 10 do so. 'I'h:lllk you 
P:lgC I 
PART II: CLASSIFICATION QUESTIONS For Office Use Qnlv: 
1. Have you done any travel by air in the past 12 months? 
Yes No (If "No" please go to Part III.) I—i (15) 
2. Please indicate all the airlines that you have flown in the past 12 months by putting a tick beside the 
name of the airline (you can choose more than one answer): 
British Airways I_I (16) 
Cathay Pacific Airways I_I (17) 
China Airlines I_I (ig) 
Japan Airlines I_I (19) 
Korean Air I__I (20) 
Northwest Airlines I~I (21) 
Singapore Airlines i~~I (22) 
Thai Airways I~I (23) 
United Airlines I~' (24) 
Others (please specify) I ' (25) 
3. Who generally selects the airline for you (please tick only one answer)? 





Others (please specify) 
PART III: GENERAL PERCEPTIONS OF AIRLINES 
A. British Airways 
Instructions: Based on your knowledge about British Airways from the media, friends, experience, etc., indicate 
your perceptions of British Airways on the following items by circling o m number from 1 to 4. If you really don't 
know anything about a certain item even just based on your overall perceptions, just circle 5 for "Don't Know." 
Very Very Don't For Office 
Good Good Poor Poor Know Use Only: 
1. Route availability 1 2 3 4 5 [—' (27) 
2. Price 1 2 3 4 5 ^ (28) 
3. Ease of reservation 1 2 3 4 5 (29) 
4. Availability of direct flights (i.e. no 1 2 3 4 5 ‘―' (30) 
change of plane on same airline although 
there may be a number of stops en route) 
5. Availability of non-stop flights 1 2 3 4 5 j^J (31) 
6. Flight schedule convenience 1 2 3 4 5 ^ y^) 
7. Quality of ground service (e.g. check-in) 1 2 3 4 5 (33) 
8. Quality of in-flight service 1 2 3 4 ^ p4) 
9. Modern air fleet 1 2 3 4 5 (35) 
10. Punctuality 1 2 3 4 5 {36) 
11. Safety 1 2 3 4 • 37 
12. Quality of food and beverages 1 2 3 4 g U 
13. Cabin tidiness and cleanliness 1 2 3 4 5 
14. Availability of in-flight interpreters 1 2 3 4 5 ^ (W) 
15. Special offers: discount, frequent flyers etc. 1 2 3 4 5 ^ (41) 
16. Overall company image 1 2 3 4 5 ( ) 
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B. Cathay Pacific 
Instructions: Based on your knowledge about Cathav Pacific from the media, friends, experience, etc., indicate 
your perceptions of Cathav Pacific on the following items by circling one number from 1 to 4. If you really don't 
know anything about a certain item even just based on your overall perceptions, just circle 5 for "Don't Know." 
Very Very Don't For Office 
Good Good Poor Poor Know Use Only: 
1. Route availability 1 2 3 4 5 ' — ' (43) 
2. Price 1 2 3 4 5 ‘―' (44) 
3. Ease of reservation 1 2 3 4 5 ' ‘ (45) 
4. Availability of direct flights (i.e. no 1 2 3 4 5 ' ~ ' (46) 
change of plane on same airline although 
there may be a number of stops en route) 
5. Availability of non-stop flights 1 2 3 4 5 U (47) 
6. Flight schedule convenience 1 2 3 4 5 ' ‘ (48) 
7. Quality of ground service (e.g. check-in) 1 2 3 4 5 ' ~ ‘ (49) 
8. Quality of in-flight service 1 2 3 4 5 U (50) 
9. Modern air fleet 1 2 3 4 5 ' — ' (51) 
10. Punctuality 1 2 3 4 5 J (52) 
11. Safety 1 2 3 4 5 U (53) 
12. Quality of food and beverages 1 2 3 4 5 (54) 
13. Cabin tidiness and cleanliness 1 2 3 4 5 ' ~ ‘ (55) 
14. Availability of in-flight interpreters 1 2 3 4 5 ' ~ ‘ (56) 
15. Special offers: discounts, frequent flyers, etc. 1 2 3 4 5 ' ~ ‘ (57) 
16. Overall company image 1 2 3 4 5 ' ~ (58) 
C. Korean Air 
Instructions: Based on your knowledge about Korean Air from the media, friends, experience, etc., indicate 
your perceptions of Korean Air on the following items by circling one number from 1 to 4. If you really don't 
know anything about a certain item even just based on your overall perceptions, just circle 5 for "Don't Know." 
Very Very Don't For Office 
Good Good Poor Poor Know Use Only: 
1. Route availability 1 2 3 4 5 (59) 
2. Price 1 2 3 4 5 U (60) 
3. Ease of reservation 1 2 3 4 5 (61! 
4. Availability of direct flights (i.e. no 1 2 3 4 5 ' (62) 
change of plane on same airline although 
there may be a number of stops en route) 
5. Availability of non-stop flights 1 2 3 4 5 
6. Flight schedule convenience 1 2 3 4 5 ^ ^ ^ ^ ^ y^) 
7. Quality of ground service (e.g. check-in) 1 2 3 4 5 {p5) 
8. Quality of in-flight service 1 2 3 4 ^ W 
9. Modern air fleet 1 2 3 4 5 {pi) 
10. Punctuality 1 ^ 3 4 5 ^ 
11. Safety ^ ^ 3 4 5 ^ g 
12. Quality of food and beverages 1 2 3 : $ U ^ 
13. Cabin tidiness and cleanliness 1 2 3 4 5 ^ ( 
14. Availability of in-flight interpreters 1 2 3 4 ^ 
15. Special offers: discounts, frequent flyers, etc. 1 2 3 4 g L j 
16. Overall company image 1 2 3 4 5 ( ) 
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i m L I V L i M A G E PRESENTED BY THE AIRLINE ADVFRTISEMENTS 
Iiislructions: 
Y o u ' v e been given 3 sets of air l ine prim advert isements in black and white. Each set consists of Ml ads for 
an airl ine. Set A consists of ads for British Airways , Set B consists of ads for Cathav Pacific, and Set C 
consists of ads for Korean Air . 
You will be shown four ads for British Airways in (heir original colour mice. Thinking of the advertisements 
you have jus t seen, and by looking at the ads in black and white given to you on your desk, please use i ^ r 
to descr ibe the image of each airline as presented by the advert isements. 
or example , if you think the ads for British Airways put forward a unique image, you should put down the 
w o r d . ' u n i q u e " ill one of tlie fbur boxes for British Airways. . , . 
Please do the same thing for Cathav Pacific and Korean Air . 
AIRLJNE: I S T W O R D 2 N D W O R D 3RD W O R D 4TH W O R D 
British Airways 
Catliay Pacif ic 
Korean Air 
Please DO NOT turn over to the next page until you are told to do so. Thank you. 
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P A R T V : M E S S A G E C O N Y E Y F J ) B Y T H E A T R T . T N F A n v F R T i ^ i ^ A ^ i r N T s 
I i i s f r u c t i o i i s : 
You will be shown the original colour version of (he 3 sets of airline advert isements one more lime. You will 
have about 30 seconds for each acl. Please look careful ly at each of the aclvertisenienls. The advertisers are 
trying to tell you someth ing . In your own words , what do you think they are trying to tell you in each of the 
acis? (BA = British Airways ; CX = Cathay Pacific; KAL = Korean Air) 
Ad. No.: Message convcycd l)y flic eacli advertisement: 
BA#I 
BA#2 
B A M 
cxn 
C X # 3 
C X # 4 
KAUM 
KAUa 
K A m 
KALM 
T h i s i s t h e e n d o f P a r ( V . I f y o u h a v e f i n i s h e d f i l l i n g o i i ( t h i s p a r t p l e a s e g o o n ( o P a r t V I a n d P a i t V I I . 
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I’AIIT VI: MESSAGE EXECTITTON 
Ins truct ions : P lease re fe r to the 3 sets of a i r l ine adver t i sements again. Please c i rc le one number (1 2 3 
or 4) that best r ep resen t s y o u r op in ion on each a i r l ine in each of the fo l lowing s ta tements : ” 
f T-i I r- • For Office Use Only: 
1. The acis for BRITISH AIRWAYS are: 
a. in teres t ing 1 2 3 4 bo r ing i _ _ i (75) 
b. i n f o r m a t i v e 1 2 3 4 un in fo rma t ive 1 _ _ 1 (76) 
c. c r ea t ive 1 2 3 4 o rd ina ry I___ i (77) 
d . a t t rac t ive 1 2 3 4 unat t rac t ive i _ i (73) 
e . ads I l ike 1 2 3 4 ads I d o n ' t like l _ _ I (79) 
2. The ads for CATHAY PACIFIC are: 
a. in te res t ing 1 2 3 4 bor ing I I (80) 
b. i n f o r m a t i v e 1 2 3 4 un in fo rma t ive I 1 (81) 
c. c rea t ive 1 2 3 4 o rd ina ry I i (82) 
d . a t t rac t ive 1 2 3 4 unat t rac t ive 1 1 (83) 
e- ads I l ike 1 2 3 4 ads I d o n ' t l ike i——i (84) 
3. The ads for KOREAN AIR are: 
a. in teres t ing 1 2 3 4 bor ing I——I (85) 
b. i n f o r m a t i v e 1 2 3 4 un in fo rma t ive i——I (86) 
c. c rea t ive 1 2 3 4 o rd inary i——i (87) 
d . a t t rac t ive 1 2 3 4 unat t rac t ive > 1 (88) 
e. ads I l ike 1 2 3 4 ads I d o n ' t like I — — ' ( 8 9 ) 
PART VII: RESPONDENT PROFILE 
1. Sex: M a l e F e m a l e i 1 (90) 
2. A g e (last b i r thday) : ' ' 1 (91-92) 
3. Mar i ta l s ta tus : 
S ing le I——I (93) 
Mar r i ed 
Oilier (please specify) 
4. Wliicli of the fo l lowing best descr ibes your annual personal income? 
Less than H K $ 5 0 , 0 0 0 ‘ — — ‘ ( 9 4 ) 
H K $ 5 0 , 0 0 0 - H K $ 149,999 
H K $ 150 ,000 - H K $ 2 4 9 , 9 9 9 
HK$250,000 - HK$349,999 
HK$350,000 - HK$449,999 
H K $ 4 5 0 0 0 0 - H K $ 5 4 9 , 9 9 9 
H K $ 5 5 0 , 0 0 0 or m o r e 
5. Occupa t ion : • ‘ ‘ ‘ (95-96) 
(Please s tate both industry and speci f ic j o b that you do , e . g . , p r o g r a m m e r in a bank.) 
6. Educa t ion level Iiighest a t ta ined: 
Seconda ry School ‘ ‘ (97) 
Bache lo r ' s D e g r e e 
Post-graduate Degree 
Othe r s (please spec i fy) 
T h i s is the e n d of the q u e s t i o n n a i r e , t h a n k y o u for y o u r k i n d ass i s tance . 
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APPENDIX 3 
INSTRUCTIONS FOR THE QUESTIONNAIRE SURVEY 
INSTRUCTIONS FOR THE QUESTIONNAIRE SURVEY 
To be read by moderator: 
Good morning/afternoon/evening. I am an MBA Student at The Chinese 
University of Hong Kong. I am currently doing a project on advertising, and I 
would like to invite you to answer a questionnaire. Your response to this 
questionnaire is-very important to the research results. Your response on the 
questionnaire will remain confidential. No questionnaire will be used on its own, 
all results will be tabulated. The results will be for academic use only. Thank 
you for your help. 
I am now going to hand out the questionnaire. 
(Moderator distribute questionnaires.) 
Questionnaire Part I 
To be read by moderator: 
For Part I of the questionnaire, I am going to show you 10 print advertisements 
for various products and services on the screen. The advertisements will be 
shown in random order twice. The only thing that is not shown is the brand name 
of each advertised product or service. 
Please write down the brand names of products or services that are being 
advertised. 
Please DO NOT turn over to the next page until you are told to do so. Thank you 
(When the moderator has finished showing the slides twice, ask the respondents 
to finish filling in Part I. When all respondents have finished Part I go to 
"Questionnaire Part II and Part III".) 
Questionnaire Part II and Part III 
To be read by moderator: 
This is the end of Part I. 
This questionnaire is about the perceptions of airline advertisements. Please turn 
over the to Page 2 and proceed to Part II and Part III. From this point onwards, 
you may not turn back to Page 1. 
Page 1 
The instructions for Part II and Part III are written on the questionnaire. You 
will be given five minutes to answer Part II and Part III. If you have any 
questions on Part II and Part III please feel free to ask. 
(When all respondents have finished Part II and Part III go to "Questionnaire 
Part IV".) 
Questionnaire Part IV 
To be read by moderator: 
(Moderator distributes 3 sets of airline advertisements.) 
On your desk, youVe been given 3 sets of airline print advertisements in black 
and white. Each set consists of four ads for an airline. Set A consists of ads for 
British Airways. Set B consists of ads for Cathay Pacific, and Set C consists of ads 
for Korean Air. 
Now, I am going to show you the four ads for British Airways in their original 
colour once. 
(SHOW BA#1 for 5 seconds) This is Ad No. 1 for British Airways. 
(SHOW BA#2 for 5 seconds) This is Ad No. 2 for British Airways. 
(SHOW BA#3 for 5 seconds) This is Ad No. 3 for British Airways. 
(SHOW BA#4 for 5 seconds) This is Ad No. 4 for British Airways. 
Thinking of the British Airways ads you have just seen, and by looking at the ads 
in black and white given to you on your desk, please use four words to describe 
the image of the airline as presented by the advertisements. For example, if you 
think the ads for British Airways put forward a unique image, you should put 
down the word "unique" in one of the four boxes for British Airways. 
(After approx. 30 seconds). 
Now, I am going to show you the four ads for Cathay Pacific in their original 
colour once. 
(SHOW CX#1 for 5 seconds) This is Ad No. 1 for Cathay Pacific. 
(SHOW CX#2 for 5 seconds) This is Ad No. 2 for Cathay Pacific. 
(SHOW CX#3 for 5 seconds) This is Ad No. 3 for Cathay Pacific. 
(SHOW CX#4 for 5 seconds) This is Ad No. 4 for Cathay Pacific. 
Please do the same thing as you did just now for Cathay Pacific. 
Page 2 
(After approx. 30 seconds). 
Now, I am going to show you the four ads for Korean Air in their original colour 
once. 
(SHOW KAL#1 for 5 seconds) This is Ad No. 1 for Korean Air. 
(SHOW KAL#2 for 5 seconds) This is Ad No. 2 for Korean Air. 
(SHOW KAL#3 for 5 seconds) This is Ad No. 3 for Korean Air. 
(SHOW KAL#4 for 5 seconds) This is Ad No. 4 for Korean Air. 
Please do the same thing as you did just now for Korean Air. 
(When all respondents have finished Part IV go to "Questionnaire Part V".) 
Questionnaire Part V 
To be read by moderator: 
Please turn over to the next page and proceed to Part V. Now, I am going to 
show you the original colour version of the 3 sets of airline advertisements one 
more time. You will have about 30 seconds for each ad. You may also want to 
refer to the black and white versions you have on your desk. Please look 
carefully at each of the advertisements. The advertisers are trying to tell you 
something in each of the ads. In your own words, what do you think they are 
trying to tell you in each ad? 
(SHOW THE ADS IN 30-SECOND INTERVALS) 
(SHOW BA#1) This is Ad No. 1 for British Airways. 
(SHOW BA#2) This is Ad No. 2 for British Airways. 
(SHOW BA#3) This is Ad No. 3 for British Airways. 
(SHOW BA#4) This is Ad No. 4 for British Airways. 
(SHOW CX#1) This is Ad No. 1 for Cathay Pacific. 
(SHOW CX#2) This is Ad No. 2 for Cathay Pacific. 
(SHOW CX#3) This is Ad No. 3 for Cathay Pacific. 
(SHOW CX#4) This is Ad No. 4 for Cathay Pacific. 
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(SHOW KAL#1) This is Ad No. 1 for Korean Air. 
(SHOW KAL#2) This is Ad No. 2 for Korean Air. 
(SHOW KAL#3) This is Ad No. 3 for Korean Air. 
(SHOW KAL#4) This is Ad No. 4 for Korean Air. 
Please complete all the boxes in this part. 
(When all respondents have finished Part V go to "Questionnaire Part VI and 
vir.) 
Questionnaire Part VI and VII 
To be read by moderator: 
This is the end of Part V. Please go on to Part VI and Part VII. Part VI and 
Part VII are the last two parts of the questionnaire. The instructions for Part VI 
and Part VII are written on the questionnaire. 
As it is important that all questions in the questionnaire are completed, please 
check that you have completed all questions before you hand in the questionnaire. 
Thank you very much. 
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APPENDIX 4 
TEN ADVERTISEMENTS USED IN PART I OF THE SURVEY 
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.Loms\(iittorL T k e spirit of trave 
_ 
V 
^ J Appointment in Jaipur, arriving by car or by elephant... Imbued 
with all the magic of a golden age of travel, creations by Louis Vuitton in Epi 
, leather belong to the. realm of the exceptional. Crafted to exacting standards in the 
finest leatherworking tradition, they perpetuate the proud heritage of a House 
which, since 1854, has endowed travel with its symbol of nobility. • ’ 
LOUIS VUITTON 
M A I L E T I E R A F A R S 
M A I S O N F O N D L E B M 1 8 5 i 
• Louis Vuitton luggage and accessories are sold only in exclusive Louis Vuitton shops: Hong Kong, 
. The Landmark, Tel. 5232915. Repulse Bay, Tel. 8127780. Peninsula Hotel, Tel. 3663 731. 
• .. Regent Hotel, Tel. 7218298. West Wing, New World Centre, Tel. 7399727. 
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THE BRITISH AIRWAYS ADVERTISEMENTS USED IN THE SURVEY 
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rhankful ly for us (and the censors) Dav id P h o t O g r a p h y by Y o H f 3 n . the picture's beaut i fu l ly clear. Plus there 
is r e f e r r i n g to t h e s u c c e s s o f o u r w h e n y o u want i t , is m a r v e l l o u s . T h e m o s t are also C h i n e s e s u b - t i t l e s i f y o u w a n t 
ersonal v i d e o sys t em in First Class. " T h e a g r e e a b l e t h i n g a b o u t the s y s t e m is that t h e m . A h u n d r e d o u t o f a h u n d r e d for 
= h o i c e o f fifty-two v i d e o s is a w o n d e r f u l y o u ' r e able to stop it w h e n y o u ' r e f ee l ing y o u r v i d e o . " F o r o u r part w e ' r e 
Jxviry. B e i n g able to g e t w h a t y o u want , s l e e p y and carry o n w h e n you w a k e . A n d gargantuanly pleased he likes it. 
Its the way we make you feel that makes us the worlds favourite. 
BRITISH AIRWAYS 
The worlds favourite airline British Airways Ad # 2 




THE CATHAY PACIFIC ADVERTISEMENTS USED IN THE SURVEY 
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There's a Million Miles of Dedication 
Behind Every One of Our Captains. 
E v e r y t i m e y o u fl)' K o r e a n A i r , y o u ' r e b e i n g c h a u f f e u r e d t o y o u r d e s t i n a t i o n bj^ a c a p t a i n w h o has 
flown o v e r a mi l l ion mi les . B u t a t K o r e a n A i r , o u r c o m m i t m e n t to t r a i n i n g n e v e r s t o p s . 
E a c h m e m b e r of a K o r e a n A i r c o c k p i t c r e w m u s t a l so s t u d y , p r a c t i s e a n d m a s t e r e v e r y conce ivab l e :: 
flying c o n d i r i o n in our s t a t e - o f - t h e - a r t flight s i m u l a t o r s . That's one more part of our untiring d e t e r m i n a t i o n to be j 
t h e b e s t . F l y w i t h u s s o o n . j 
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T h e S p i r i t o f K o r e a Is in t h e A i r . 
Korean 3 
i 
i,",i. I,' II• • I."—- “ “ i 
,111 ‘ i'—""W"""— 




































































































































































































































































SAMPLE OF BRITISH AIRWAYS ADVERTISEMENTS 
COLLECTED FROM CONTENT ANALYSIS 
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went which brings thousands Every year we s u p p o r t an event wh ch g 
, of p l p l e together - The Hong Kong Arts Fesnvai. 
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One of the most sensitive instruments 
on board our flights. 
• 
It s the w a y we make you feel that makes us the w o r l d s favourite airline. 
— BRmsH AIRWAYS 
T h e worlds favourite airline 
‘ British Airways Ad # 6 
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Its galactic astronomical, 
I 
I ) 
I elephantine, dinosaurial. 
_ 
i 
• "kfu l ly for us (and the censors ) D a v i d P h o t O g r a p h y b y Y o n f a i l . the p icture 's b e a u t i f u l l y clenr. Plus there 
n g is r e f e r r i n g t o t h e s u c c e s s o f o u r w h e n y o u w a n t i t . i s m a r v e l l o u s . T h e m o s t are also C h i n e s e s u b - t i t l e s i f y o u w a n t 
unisonal v i d e o s y s t e m in First Class. " T h e a g r e e a b l e t h i n g a b o u t the s y s t e m is that them. A i n i n d r e d o u t o f a Hundred for 
>ice o f n f t y - t w o v i d e o s is a w o n d e r f u l y o u ' r e able to s top it w h e n y o u ' r e f e e l i n g y o u r v i d e o . " F o r o u r p a r t w e ' r e 
( ury. B e i n g ab le t o g e t w h a t y o u w a n t , s l e e p y and carry o n w h e n y o u w a k e . A n d gnrgnntuanly p leased he l ikes it. 
•I 
I t s the way w e make you feel that makes us the worlds favourite. 
J B R I T I S H AIRWAYS 
1 — The worlds favourite airline ^ |British Airways Ad # 9 
J -
I have so much confidence in ^ ^ ^ 
. . B r i t i s h Airways, I've _ 
decided not to fly with them. 
_ 
Luckily for us Louise Chu was talking about P h o t O g r a p h y /))' ^ . : " ^ : <1 … . H “ ^ ^ ^ ^ 
= o : . . . . . . . — - "> 1 
It's the way we make youfccl that makes us the w o r l d s favourite. U K 
I - ^ ^ ^ ^ M ^ • : 
r ' _ . . uui even as he 
/ J f l _ . his package as urgent to Mr- Only after Mr Yeltsin s t S ^ ^ S F ^ ^ S S S f ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ S S S H B H S B W I 
^ : . — — Rcuterand Assoc.ated Press Columbia m Vancouver, where Boris Yeltsin and Bill Clintot 
. . . . . ’ . . . ., . , • “ ^ ^ “ 
• ‘ . . , J ‘ •• • ‘ . • . • • • 
» , 1 / ‘ ‘ f ‘ , , ‘ , 
Dnce I flew; First Sliss to London 
just to s • _ e _ _ f a movie. P 
Asia 






I i 1 
, : : . . ’ , : : . ^ 1 
i delighted to say, the movie Jennifer Tose P h o t O g i a p h y b y Y o n f a n . any time you want and there's at least fifty to 
'd to see wasn't on in London, but was on husband, he. insisted on up-grading me to First choose from. It was absolutely ridiculous really, 
:: . . ‘ V .... ‘ , • 
r First Class cabin. “ On one occasion I Class for my next flight so I could watch the but it was worth it to see the last ten minutes." 
I … . … - • 
1 ying Business Class with my dau^ter and • end on their personal video system. It's Ahh, well that's nice isn't it? There's nothing H^ . 
• ‘ ^Pf 
•‘ ied the end of a film. WTien I told my '' 'wonderful. You can watch any film you want, we like better than a happy ending. 
I _: •.- • ;,: ..,. - • . • . . . . - : . 
I t s the w a y we make you feel that makes us t he wor ld s favourite. B-] _J 
: ‘ ‘ . The worlds favourite airline ^  [British Airways Ad # 111 • 
• • 
. 
• • :,:: … . — — - ' 
• 1 
‘ :.‘;. - - IV ‘ 
• … … - ‘ “ ’ • ‘ . 
, … ‘ [‘ … . ~ r r . j ,.,' p , 
> . : " J /nd yotlJ ':-/ .ii ,i < ‘ . ; • . : , _‘ : . ‘ …’ “ 
•‘ - • b'l V Vi-i nin ^libri j^rrr.f •,< > • :, ‘ . . . , ( . “ " ; ..:. . “ • ‘ 
, . . . . . . . . • .: :l ri • ! ]• . j. . 
5 •/./'• •., rr-r . . , ’ ’ . . . • • :•.:”.! l '!i :- , • " ‘‘ 
,f -ifi } I • . I.li v.) •‘ r.•‘ ..!. ••• ••• ‘ • . . . ...... • ; .:• /• ; /i-r .ciijf !' j r • 
‘ • • • ‘ Uu . •, t i):rJ\ \:in:> , - . . ’ • • • }! ;•• • • ‘ • .•:•.‘ : " • • • • - . ' i u - • •ivifif.i • >•.' 
BRITISH AIRWAYS .’::“ ‘ ’ , • 
•r! };.: , . , ‘ . ’ " ’ q . . . The worjdsfavourire airline. Z …‘ 
‘ … ' ‘ ^British Airways Ad # 1 2 | ‘ •• :•., 
•)..‘ :::;.::.:.:.; : ; . : ; • ¥ . . ::/: -y:-.;f ;/:" .:••.::::.‘. 
Mm • . • 'fx. . • . i . ' , • : v. : • . . • . . .t 1 •‘ 
B—mI 
• 
” , [ T 
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. Z r z z z z z z z r z z z r z z r z r c h i n a m o r n i n g p o s t p a g e 1 7 
I “ — — ~ 1 
, ‘ — — 1 
- . “ —— 
Starting today 
ij you have 
\ 
s [wo. options 
- A . 




I . j • 
; t o ' Heathrow, 
i 
1 . : . 
i 
. . BRITISH AIRWAYS . 
‘ The worlds favourite airline ^ |British Airways Ad # 



























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































^ — -^ T 
— “ , 
I I I 40 £2,5()i) voi ichcK w e ' r e giving away. 
I 1 1 Y o u start by b o o k i n g a Bri t ish ^ ^ V Y o u could win the right to hol iday at 
: Airways Hight to and f r o m L o n d o n this g ^ ^ a beaut i fu l Scottish castlc every year for 
I s u m m e r * . the resc of y o u r life. 
1 W h c i y o u do , we ' l l p resent you w i t h " o re i m p o dy, y o u r O r you could win full rights co the 
y o u r ' K ey T o Bri ta in ' p r o m o u o n pack. ,-oncain a Lords lup of C n u w i c h , Eng land , w i n c h 
\ hi It’ you'll find s c v e . l “ 1 ^ ^nLucnons on h o w to n.eans you'd . c d e o f Lord (or i 
i till g y to g e n e r o u s t w o for ‘ o . ^ n s o n e of ou r 'Key T o indeed Lady) f ro .u n o w on . 
, pr ice o f one , oHcrs o n e v e r y t h i n g f r o m tuKl o u t u i ^ ^ Small w o n d e r that w e ' v e pu t toge the r .i 
I hotel ncconHUodation to sightseeing tnps lii. : ‘ .holiday of a such an exciting package of prizes, since 
g y o u r stay in B r i a u n . ^ t w o ’ sa.Ung llrsc class co N e w t i n . all c o m e s u n d e r chc n t l c o f chc 
: I : : r J “ York . e ( - . . . o . - r . e . , Si I : = : - L1),S B! t 
i tlK.t's jus t for starters. i!i 







• H p 
J F ART: A••‘ 
• I You start by booking n British. You could win the right to holitlny at …'.,:.;.” 
Airwnys flight to or froni London this ^^ ^^ R^ I^ jstfeHemfsggggsaamiaa^  a beautiful Scottish cnstlc every ycnr for !T/': 
siiimiicr." ‘ E the rest of your life. r no roc 
WheiT you cio, we'll present you /^ s^aes^  Or you could win full rij^ l^its to the 
• with your 'Key o Britain' promotion Because even more importantly, your Lordship of Gratwich, Englaiicl, which ‘ ‘ ( 
p;K-k.. 'Key To Britain' pack will contain a means you'd enjoy the title of Lord (or To.!" i 
In it, y o u ' l l f i n d .scvcml v o u c h o r s spccial key, w i t h ins t ruc t ions o n h o w to indeed Lady) f r o m n o w on . [S 
ciuitlini^ you to generous 'two for the find out if it opens one of our 'Key To Even more extnioniinary ofTn-s arc ;m n | 
price of one' offers on everything from Britnin' prizewinner boxes. • being ananged as you read this very p;igc. :.:”. i 
hotel accomniotlati-yji to sightseeing You could win the holiday of n Smnll wonder, sincc this ill coinos 
trips during your stay in Hritnin. lifctinie for two, sailing first class to New under the tide of the World's Biggest (. ::.:’. 
•You'll he able to sec two West Em\ York on the QE2, nnd flying back on OHcr. | ; 
shows for tlic pricc of one, Iiirc a or for Concorde. For more details, see your tmvcl ngcnt j jj! 
ten ciays and pay for on ly five, spend six Y o u could go on a s p e n d i n g spree at or call y o u r local British Airways oflicxv , [^ ^ f 
niglits ill a luxury hotel for the pricc of London's famous Harrocls with one of the | B; 
three, nncl thnt's just for starters. 40 £2,500 vouchci^  we're giving away. TME WORLD'S 13 ICG EST OrPER. | : ;, 
A”ocl, l 
B R i T t S H A IRWAYS : 
~ 111 r ^ r r IA Co/ j,!] 
• " " ‘ . " J|“I ,m"l .11. I• ""“_“ " imy Vjry r_.""…"mry I IK'WCM'KlS [ a V O l i n t e a i l i i n C . ^ ^ - • • I jtfVo 
miry, [iU mh- < .ill y<Mir I<h jI iWidsli Air\v;ty^ od'uc (l»r rurtlicr ilcc.itiv, ‘ J S o t l S l l . A j . r W 3 . y S •A-Cl 2 1 ‘‘ J; • j 
• • • '( 
•‘ __•_••____ Ml mil MlihiiiiiHiHii•_•»•Minfiii'iii^ Hiiii'iiiiiw I! 1 
• '" r;: 
. . . . . !i 
. 
‘ . 1 , • !• j 
APPENDIX 9 
SAMPLE OF CATHAY PACIFIC ADVERTISEMENTS 
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^ : I I 
^ ^ ^ ^ ^ ^ ^ ^ ° l i i I ! 
— — K ng I j 
is the service capital of Asia. And | 
\ . the home of Cathay Pacific. So it's | iljr 
‘ n o surprise that you'll discover an | j | | 
....:;., • ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ extraordinary dedication to service on , | 
every Calhay Pacific flight. After all. we | | | | 
^ ^ ^ ^ ^ have a rather lofty ^reputation to live ^ ^ | 
I • M, j ,••. i 
















• , ,,...:*‘ . 1 ::: : : : :‘: • . I . . . … . - ' i p , . ”^ ^^ ^^^ 1 -^!s-l 
• 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ A s pioneers of ultra long-haul 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ flights to and from Hong Kong, j 
we know how to make flights more | 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ enjoyable. From the technology of ; j | 
our all Rolls Royce powered wide- j | 
bodied fleet, to the finest pilots in the | | 
"“ rid’ and service by flight attendants | 
from 10 Asian lands. All is designed to 
J ^ L I 
'^m - — . . y ^ . . . . 
Mtwrn^ i i 
. . ^ ' . . ‘ , r : ' v : : o : 
^ M -^^ > ” .,’ “ - ^ 7/,, :; ; V … r 4 t 
‘ … - ‘ \ “ - , 
' ‘ ’ . . ^ r ( 
P _ i l V . . : ^ & ^ H 
. U ' / g ‘ ' . ‘ ‘ ' ‘ ‘ p - ^ . ^ - ^ -
k ^ ^ : : … — , ‘ ^ 
g l , ‘ : 




• ‘ • • • • , . , -v.. J < t 




. • — 
. ^ ^ ^ 
...• • :,.. • .. .1. .. - ... , - .• •,-.•:-.:, • .‘.. • :., •::.. ,. - .".:- , ••'. .-..-::.‘ '.. : . . ••.>' .. •• .-•--
• . -:......:.•":.:.!:::'•• . .‘;. - .’.'.:. •., : . . . : : . ." , :., ,::.::"•,/ .,"•-••:'- , ‘ • , ‘ 
’ ‘ . “ . • “ . ‘ y. :,,‘ ' , ’ .. - ‘ ‘ . . . ‘ r / ' . . • : . . ‘ ‘ ‘ • ‘ • .'• '^•'-‘ ‘ • • • ' . , ' ' . \ :. • 7 - ,!.,••. . ::“:• -1 ' . I . . . ‘ . ‘ 
‘ ‘ . " . ;.:.....::.‘.’ • ‘ ‘. - • . • . ‘ . f • .' '^  |' I • ‘ • • • ‘ ,..‘. - ‘ - ....., ‘ : . •‘ V''‘, ” :.’,, •. 
. S ” ’ ‘ 
. I . 
4 • ,. ‘ 
is:-.: .’ :;‘.:..:. .::.•..:. .“• ::::• 
W ‘ 
‘ ‘ ‘ ‘ 
• . • • ‘ . . . . . . ,'. ‘ . ‘ .,. ‘. . - ’ . . . . . ‘ . . . . ‘ . ‘ j ••‘ ‘ ..... ‘ • ‘ 1 ‘ . “ •'., .' •..':•.•,'()•' .-...; ’,:.. -,..: .?;.'.. .';'.?• .,•.,•- ": :.. ‘ ::/‘•.:-
• , _ • , ‘ • . ‘ ‘ , ‘ . . . ..’’‘. ‘ • ...:, ‘, ‘‘. ‘ ‘ ‘...._'•>.'•':, • f •‘ ‘ ‘ , , . ./ . ‘ ‘ -.•... ... •.•:.,:...:: _.. ’ :'-.:.  .. '•; •• :,.•,. • ..";''.'' \. ,[ .'j 
« • ‘ - . • ‘ . . . . • • • . . . . . . .J . .. , .. ,. . ...... •. ..., , ... . . . . .:.• . ’ . . . .‘ .. . ........ • , • V f •,.•••. • ‘ •. - ,• . . . L.". 1 ••, •• . ‘ ••. .. 
r • ’ . . . • . • . . ‘ • . . • , . . . . . . - - , ,‘. • . , ... . , * . . ' , " . . . . • , . ’ . . • ‘ . . • , : . - ' . . . . . .,.. ,,:• ‘ • . • ‘ ...'^. 
( , ' , . • . . • ‘ . • . - . ‘ . . . . . . . . ‘ . • • . , . . • , ‘ . . . ' ’ . . : ' . •- ‘ ‘ ‘ I*'.. . . . . ‘ ‘ ‘ . ’ • ' . . - • , . - „ : . ' . . - : . • . • . - . ‘ ‘ . . • : - ' . . . . • . : : ] " * . ) ’ . . . . ' ' : ‘ • : . . . . . . -- . . • • . . • . • . " • - : : ‘ . • : . . : . ' " " . ’ it • ’ • , • ' . : . ; . . . “ • , —-‘*:;', .. 
-• • . / • ‘ • ,.- . . , , • ‘ ' . . , . ',-••. ... - . . . • - ' • • ’ .- . . . . ‘ 1 , +• -.- • ‘ I. .,.'' J ‘ .'.- , , . . ‘ . . •' • ' • " ' ' . . - . -• r • • • »•", '• . •"• , f •‘ •• >• ' ••! ‘ 
• . ,• ^ . •• . ‘ • , ' •.... , • • '-^  --'- • - , V ‘ - •••/', i 
. . ‘ . . -• ' . , . :.•.. •.• . . -.•'• • ‘ . /• ;.•, ,; :v ; .,., ;:: ....“ .… . 
... . ‘ . : : : . : : : : : : : . : : : . 
r ii j “ , ^ ^ . 
t \ y / A r 0 * A , , , / 
r J > — — ^ ^ V 
" ‘ J ‘ H H. ^ , 
‘ J ^ (f f t^l f ‘‘ i 
t I ‘ . I 
^^ A \ ^ A i 
I. ‘ , > " Sf.v^^u — 1 0 • I 
. . ‘ . . , I I ‘ •‘ M ‘ , ‘“‘‘ 
‘ . . , . . . . . ‘ - , . . . . • " ‘< \ ‘ ...: - ‘..•‘ -1 I ‘ . . . - ' .; • - v . " . . r^:i/A',.r ly^ ^^ r^ . . . . . . . : . : • / • , ' . . . . . - . ‘ . . . : • • ; ; > . : . . . . . ‘ .-‘', ’ ..-•,. - f A. .. • • 
i .., . ‘ ••'. - . , ’ , . • . . : ' " ; - ? . ' . . : • / / : : : : • • • ‘ ’ " •‘.Vf * , 1 • . -. .. .-. ’ ‘ . . - . , . . . . . . .-
m q u e u e u p t o “ a p u b l i c p h o n o . P r i v a t e p h o n a , . ^ ^ ^ ^ ^ ^ ^^^^^^^^ ^^^^^^^^^^^^^^^^^“^^ ^! ' L e S i n o - U n . s h J o u u IX-cla- s . k I 1,c I,.u1 " e v e r v : " w d 
' I D e s p i t e t h e h igh cost , t h e r e a r e a b o u t 4 0 0 0 0 D o o n u T o n u . 1 “®. s " p t o t w o y e a r s ' sa l a r y fo r t h e rat ion ivh ich were inconsis- his own business in mcc i .ne 
^ f B R I E F r r P w a i t i t i t i l i s t f o r I n s t a l l a t i o n In B e i j i n g a l o n e . i c n l w i t h t h e H a s i c L a w wi ih C h i n e s e Icadt-rs. 
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^ - - • —•• — —.  — £ - ‘‘“‘ 
_ _ _ M I I W I N F R M 
:AIRWAYS 
B ^ ^ ^ P ^ 
— C a t h a y Pacific will donate the proH 
K i P i S M ^ T ^ " ^ - C ay Pacific has . 
‘ m S ^ M . A ^ f . ^ - . i x a i s •• - M - n H . 2 1 2 0 u « n “ e r r c < H o CX 29C 
• P i ^ i l ^ ^ g ‘ — 
m g a . CXMI . Per1.Loock>o 2215 CarKcl.d. Pnrl. ,o CX 289. 
i W P f M •‘ - p .V , - ; ' ¥an»(vn<i >9 CI 10, ( k p o n l n g • . , . Qa twkk (kpan lo f l 2240. Lon<lon Oolwlck 
w m m u r n . -. a.VXo-X'.^M.vJ ',»>‘. > P d A b ^ n i ^ 2 2 4 3 . •> ’> " v ^ . r ^ ‘ _ . • - C X ^ e a T«Ip«< 2 2 3 5 C»ncclM. lr.n»(efr«l 10 CX 246 
m i m . V,«r/.,>)- .i , /. ‘ '. -^ .’... -• . ..••“ ‘ ^ , deponing 2<00. 
M m I . J b ' ^ . l . ' l ^ V ' t f .(•• • K. b . . ' . i_ . f r ' d e p « t i n f l 2 0 3 Q ' V - • . . ' ( V / - / CX 2 5 9 T r - n k f u t 2 2 4 0 OK. (rom CX 261 
•HE^h .^ pc ,1 T<i'If IV 1 NtMngeft bmtttntd to NH WiO,; . .. .. VN 765 Ho CW Mlnh City 2245 OK. Pa.»eno«r» CX 765. 
C X 2 3 I London 2300 OK. from CX 261 
a m i “ 715 ::5Iofl-po^  • \ 53<3 l ^  ^^  Cinc*n«a. P.*«n0«r* lr«n.fen«d to SO 2713. He.Uuow HHIn'i . , - .y^ rt -,'- farting 1^ 45.‘ 
. < - • • ’ k w-V-- n i ' . ^ ' T - j ‘ W CI 9610 T . l p c l 2320 OK. Po..cngcf» (rom CX ^00 
M m ^ i S - ^ ' ^ . . S ' • • - v - S l ^ i ' A l j r ^ F ^ - C X M I Zurich 2 3 3 0 OK. 
H H U i l r ' i s M / " P * . ^ ^ ® * ™ » r W « r r « H o CX 2 5 3 0 . . CX 2 4 6 2 T.lfxrf 2 4 0 0 OK. P « . i r n g e f » f rom CX 4 6 2 
i b n ^ p ^ ^ ^ ^ ' j y i ^ - f L ' - ^ a . P i M ^ f rom CX and CX 715. AH »hooW ctw:k in C. lh .y P.cUk counler. t . c . fH- .1 Th., .,.,1 . . .1 C.n.d, . , . 
HP" ; ,. 
miBBBI.! I rjw g f l d } l i k i r f ^ . ff.VT^ frofn CX 30ft. , . , Th« .bov. »ch«dul« outline, the minimum number of fllghis which Ca.hay Poc.hc i 
• M B ' ‘ . V op«r( . l«. .P«»»«noer» th<Mjld. however . b« p r e p a r e d lot de lays and , while I hn mlofmai ion was coi 
B H S I ' ^ • rect at Um« flolog to pre»». th€re may be »ome change* lo the »che<lule 
•1—inil'; ly-i 6 liVJ ? ^ ir^ CK ,-. . . - c«th«y Pocinc wil Ofxrale fllghti ki addition lo lho»< (n the above ichcdulc Al 
• M i r t iXi^ i^ -ii^ S^ ti ^ ^' 'M^li^ii i trantfcn^  to SO 2715/, OO c.lh/.y P^ cinc niflhl, .re urocd to IHcn lo .he (olow.og Md_o slo.K^ns I, 
• H S i S W J l . ^ f f B ^ ^ - J ttSJSv r ' . h o u n y u p d « t « . " . d d l t . n d s c h e d u l e d ( l l g h U . b r o o d c a s i 8 0 0 a m lo 8 0 0 ,,m 
Nrl , C o n m « c W R ^ I . C a m m ^ c W R ^ 2. C o m m c r c b l Rodk, Enylbh. PM H. R ^ k . . Mc,,.. r . , - . . 
^ • H H ^ if Ifco., • ' by liu. Pa»»«noen wanting more Inlormatlon on lh«»e. of any othei Cathay Pacilpc nighii. »hov.i.). ? ; ellhef of our two ho<lr>e. 747 8999 (Enflll.h) of 747 B008 (Chinese) 
• ^ • • ‘ - <1 ' • 1! W« would lk< to lake Ihli opporlunHy to apologl»e lo our paijfngcri and I he Itavfl wl„ 
H H w V ) ¥ c ! f < f c * i ^ > « ' < 2 U n f l i ^ . “ n » f e r r e < l lo KE 420’ arts being .ffected. We alio thank oil the Caihay Puciflc staff who wo.k.ng s,o u. m.,,, i.,,i 
1 ; , . C X . j B f 
^ • H ' . ' >.-^Jt.i! . . , . . . . / • ‘ ), .'• •• r. • • .. JBf^SSBf 
t ^ S M ' j : T o k y b • C « n < t n « J . ^ t i ^ a ^ r , tr«n r r t d lo J L 173« . 
— C A T H A Y P A C I F I C 
• H > ‘ M } i 7 3 5 3 K o - l i L u m p u r 1 7 3 0 Ot<. P a . w n f l m f rom C X 7 2 I , ^ r ^ W • ^ ^ • • [ • • “ 





SAVMHIVDlJfl^S^ : “ ~ — — fiSTTTCSi^^^^^^^^^^^^^r^ 

• » <)() I K . 
C/VTH/f RACIFIC OPERATIONS j 
R E t i R N I N G TO NORMAL 
5 l‘r … —v. • 
With an incr^ndi^d Cathay Pacific aircraft taking to the skies, together with five _ 
•'chirt^i'tici iiifcrtift. the airline's flight opijrdtlons are returning to normal. _ 
. f f ! f^ ’P«r?Un to pur ndirmolscheduleasof tomoiTow, g 
n e t a i i i “ opfKBar In the press. 1 
, f b l l b ^ i n g is tJfife schedule for Monday 2 5 January. i 
As e jreJxDrt to the airport 90 minutes before the scheduled time of departure. 
!• . : ... :.. , ‘ I 
— ” : “ ^ ^ ^ ^ I 
t , . I C X 4 U Ta lp t i 2 2 1 0 C a n c e l l e d P«Menoer« t r W e n e d to CX 2462, ^ 
• \ c x m B^of lkok . 0 C 1 5 OK. (A) depar t ing 2 2 0 . | 
. C x W 0 0 3 0 ' O K . ( B ) C X 2 4 W T. lp«l 2 2 1 0 OK. rrom CX 462. (B> | 
‘ . O M A ) C X 1 7 1 P « t h 2 2 3 0 OK. ( 8 ) I 
. o^iA) " , I 
I '[ I ‘ C X ^ IWfurt- 2240 OK.(B, M 
> , • • , “ _ / ‘ • < , ' . I . ' < M . M i i . ^ . r . , V / . - u • / m . 
1 ". • ^ • .iA) / I 
i C ^ i n ^ ^ , ^ : ’ . C X / M K 7 4 1 M ^ 2 3 0 0 0 « . (F> | 
1 • - f^?*^ ! • i f . > C X 2 1 0 7 ^ 2 3 2 5 OK. I W n ^ CX l O U Q i 
fl i'CXlTOir AB^ ngU :.Jj40q ;M ,^ CHECKIMQIM AT KAJ TAK _ 
i . & CXMOt i I toa AimIm .'vl400,-.. -. “ ‘ OK; (A) . . . > • - • t •. . 
‘ J) :^!^^: :TIR^R^. - •. ' I 
,XX 930 A 1 3 1 0 . O f CJpon V r t v a l . c o n n r n i t h t c h « c k - k i c o u n t e r u g a l n o n th« BJflht d e p a r t u r e d i sp l ay b o a r d g 
’. 7 , .''-V'iunAA' - ••' 1529 ' : : • .‘ OK. (A) . •‘ . bdbr. pfo««dJnfl. • 
. • - " , . S ^ V - I X * ^ ‘ ‘ . 'I . . W h o n t h e « to n o c h e c k - I n c o u n t e r k v f l c a t e d . c . d t h e In fo rmMion h o t l i n e , b^low | | 
• , .,-,‘.. I- - M r A I . -- ' ,1 /Ci . I-" • . … , . ^ 
. ‘ • … • ‘‘ . nK k . before leaving for the airport. • 
CXW • Denpww ‘ 1330 . (He«»e note Cathay P»clfk: downtown Cltych€ck and Teks/Fax dwck at the alrpoft have g 
»' , CX 7 2 1 J KwiiU L u r n p w - 1 5 3 0 OtL (A) b e e n t emporBr i ly s u s p e n d e d for t h e p c r k x l o( t h e d U n i p t i o n . ) 
‘ CX715 SloB-por. 1330 O^MA) “ ‘~“ 
• ‘ ;,… OK HOTLINES g CXSOe Tokyo IWO (B) g 
CX3I0 T«tp«J-r»iaiO»c4l 1535 ‘ OK. (B) • Th« obov« Khcdiie* wtfxt correct«Om« o( printing on Sunday evenlnfl. but iNrre may 
• " vti' OmakA 181 ." OK. (C) b« iom® change*. 
U ^ D W . ^ w h o h a v e t r . r u f m e d lo n e w fUghU. a t I n d k a l e d above , should call m 
C X 9 0 3 Manila HJ 5 D l ^ u n t i 1630 . (B) o n 7 4 7 1 W 8 . | 
6(711 SmjwofW* 1625 OK. (A) . P.wenger. w«nUog updalcd Information on «ny of (he days" fl.ghti 5hould call _ 
< I J a l u r U 7 4 7 8 9 9 9 ( E n f l l U h ) o r 7 4 7 « 8 8 8 ( C h l n e » « ) . } ^ 
C X 4 2 0 S«oul 1 6 3 0 OK. (C) • U . t e n lo loca l r«d lo for r e g u l a r u p d a t e . . . 
CX/VM791 Hanoi I MO oK. (B> ^ 
“ C X 4 0 0 T . IH 1630 • to CX 2400. ARRIVALS 1 
• • . r ^ i b o ' • OK. fro CX 409 ^8) P ^ s e n g ^ wonllnfl lo check dcUll. o/ nighu driving on A W ^ y should cnl. th^ KoU‘n« | 
C X 2 4 0 0 T i p - . - 7 4 7 8 9 9 9 (EngJUh) »nd 7 4 7 M 6 6 ( C h i n e s e ) . | 
CX 5 0 0 T o k y o I M J ' QK. ( Q | 
• r x B M « t 7 3 ( i : i ^ 6 t C ( A ) C t ^ y f ^ ' f l c - p o ^ tf ,e I n c o n o ^ i e n c r e a s e d .o p ^ . ^ r ^ a n d u . , . . - | 
• • • ‘ . • • and thank them for thdr oonUnued undenlandtng and support. 
C X 4 3 0 ‘ l U o h t M i g ‘ 1 7 S 5 OK. (A> VW would nbo like to Ih^nk Ca tA^y P a d / I c sl^d In Hong Kong, and ground ihc u-.^rU | 
. ' Q t 4 0 2 1 6 2 9 t r « ^ l « T « d to CX 2 4 0 2 . /br working *) tvtrd to rrtalntain operations. 1 
C X 2 4 6 2 T.lp«« 1 8 2 3 O K . P » M « v « f » from CX 4 0 2 . (B) K u n f l hM Fat Choy. i 
CX703 B-^^ , i 
C X 2 7 0 3 D-oflKok 1830 OK. f W o f l T . CX 703. (B) I 
CX/VM 7 6 5 Ho Chi MJnh Cfcy 1 9 0 0 OK. (C) j t K B i i 
0 ( < « 0 f l T « I H 2 1 1 9 OK. (B) 1 
_ M-... C A T H A Y P A C I F I C 
C X 7 0 9 OK. [Cathay Pacific Ad #41 ‘ 
• t j i “ ~ ~ “ 
rVandin ^ ^ 
»ied "no. jam 
2 CATHAY PACIFIC^ _ 
ralct Hm 
wewoo- ~ — — 
A letter to our shareholders i 
^ from Cathay Pacific Airways Ltd. | 
• The following is an update on the Right Attendants Union Industrial action. ^ 
T,tTk Background The Flight Attendants Union called a sudden strike on 13 January to support two demands. K 
1. A guarantee that cabin crew will never be asked to operate out of position. ^ m 
~ The reinstatement of three staff who were suspended and subsequently dismissed in S 
. . 4 -4 H, . , 4 . r mey ryfused to pcrfomi psslgned duties. _ 
ilttf ' … J A 1 - Pay was not yhen {he strlk^ wVs jd^lared; the FAU senl a letter to Cothoy Pocinc _ 
>f - ‘ - … on 12 January fndicatJny at Jt was not prepared to discuss pay until the above two Issues M 
• were, resolved. ;Howcver. the union then Introduced the pay issue into talks last weekend 
ampi and,the talks broke down. ’ [ i S 
• '’ m 
Cathay Pacific 1. Operating out of position (or "acting down" or "downgrading") is a necessary and com- m 
Mum^ position mon practice throughout the airline Industry. FAU rcpresentaUvcs have admitted this during ^ ^ 
discussions with the company and In mcaia Interviews. Cathay Pacific never plans for flights 
J i J f . to operate with crew out of position, but operational changes or higher-than-normal crew ^ ^ 
. i l cknes i rnte» very occasionally lead to a shortage of crew of a porUcuIar category. , 
2. During Labour Deportment-mediated talks with the FAG last weekend. Cathay Pacific : 
^mjon offereci to reinstate the three dismissed staff, providing those staff members agreed to per- iSS 
JJ form Ihclr assigned duties. This offer was rejected. 
Cathay Pacific'! The FAU coIlcd the strike at a time when maximum Inconvenience would be caused to the ^ 
response travelling public If airline operations were disrupted. The Company's first concern was to 
arrange for all necessary scrviccs to be available, through making optimum use of Cathay ^ 
Pacific's operating resources and through the services of other airlines on charter or other 
basis. 
n Cathay Pacific then Invited Ihe union to suspend the dispute, In the interests of the travelling ^ S 
tmb«r public and Hong Kong's travel and tourism Industry, for the Lunar New Year period - 20 
it January to 26 January Inclusive. No conditions were attached: lo demonstrate that its Inten-
lion was to serve the public's Interest and not for its own gain, the Company said It would ^ ^ ^ 
donate all profits mode during the period to the Hong Kong Community Chest, while at the ^ ^ 
'i'Um end of the period the situation would return to the situation as of 19 January. This was 
^ ^ rejected by the FAU. 
ovem-
The FACJ'f The FACJ offered to return lo work over Lunar New Year on the condition thai the union would 
proposal effectively have a veto over which staff worked on flights and which flights would operate. In 
vt of principle, Ihis would transfer responsibility for management of the company lo the union. ^ p f ^ 
ntloiui /‘: 
•^f lh« 
Tf Current plans The Company has arranged for enough capacity lo be available to serve Its passengers for 
y. Om the foreseeable future. There Is a clear trend of cabin crew who had not previously reported 
J^ for work coming forward to do so. We have Informed our cabin attendants that: ^ ^ ^ 
1. The efforts of those who are still working, and who are In many coses showing great 
in in courage in doing so, will be recognised by the company. ^ ^ ^ 
2. Those who are not working, but who may have been prevented from reporting for duty. 
will bt welcomed back when they report for work. 
kokH 3. Cabin crcw who have explicitly refused to operate, either by refusing lo do so in outporls ^ ^ 
or by their actions in Hong Kong, will face disciplinary action. Letters either have been or 
•‘ are being sent to ail these staff. 
0 At all times, the monagement's priority is to ensure that passengers' Interests are served 
, I and the long-term objectives of the Company will be met. 
… We, naturally, very much regret thai this slate of affairs has developed but thank you for ^ ^ 
lUiM your support and understanding. 
£ m 
1°• Peter Sutch. Chairman 
a [Cathay Pacific Ad # 4 8 , 
‘ P 
• - - - - . • 
CATHAY P A C I F I C ^ 
A LETTER TO CdSTOAliSsTN^^T^ — 
FROM THE MANAGING DIRECTOR 
Dear Customers ond Colleagues. ]. | 
I wouldllk, to bring you up to with the Intc.t d«velopm«nU In th« current Industrial dispute. | 
U )• Uon and Ih, rt,In.t«tement of thrrd7J^I„\7c«bln crJ^ ^ ^&“ out of i 
the iMu« of trade union law In Mono Kong. to itaff pay. .taff discipline and more recently to 
•'•.• ‘ ‘ • Pacific ha. mad. It ckor w, wllllnfl to .gree to the foUowIno- S 
opIrlCJ^ oiU J^JTu! of c-bln crew .trength and dl.cu., way. of minimising L nece..,ty of cab.n c.w | 
p r J v J S C l C ^ r p : — — . . . . to op... , | 
• to rpwt Ih^  FAq on the quertlon of .taff pny. „ .oon «. he current Industrial action ends. ^ 
w t i S i ^ ^ ^ S r r • — n — phofth” po.dC P l 
. I 
:f — - - O f - — — . - I 
‘• • > ‘ . S r ^ ^ t ^ p ch. which h«. L n adopted 
- 1 K w h a v e b e « n to r e a c h • M t t l o m e n t « n d lh«n Invoke the t e r m " f K 
^ m a l n u i l n t h a t th« o p e n a n d dlrt»ct a p p r o a c h It b e . t . ‘ 
I 
. k i ” t he . t r l k« m o r « t h a n 1 0 , 0 0 0 C a t h a y Podf Jc . ta f f wor ldwide ^ 
conUnued to •^ rk v«ry hard to ke«p the airline running - tome «t con^ lderabk p r^^ nJ hi^l^T F^ m K 
lhe coun,ellInfl .ervlce established for the b«n«flt of staff. w« know that tho.« cabin cr.rwho Led lo H 
J J l r u n n ! ' " ' ' ^ or har«sment In t h . future. company ha . n duty to K 
n t e r e a l j of t h « l « o p o r a t l n g c a b i n c rew. T e a m .pl r l l ond c rew h a r m o n y a re vital If C a t h a y Pacif ic I . lo m a ^ . l l n fe 
Its reputation for exwpUonal Inflight and overoll customer lervlce. maintain ^ ^ 
I am happy to report that the majority of the airline', cabin crew member, have now reported for duty and arc 
on the payroll; w« ar t encouraglnB lh« remainder to report for duty a i icon as possible. 
TTio airline I t nnolliing lU cobln crew ro.tcr for the month of February. Th« roster will auiomailcally include 
cab in crew m e m b e r * w h o ar« already working. All cabin crew not currently on the payroll hove b « n ^ M i 
a ke<l to confirm lh«Ir avoltablllty to operate by midnight at the and of Wedn«day. 27 January. Staff who do not ^ m 
register by thi* Um« w|ll b« considered for future duty after on application In writing. ^ ^ 
' . , H o w e v e r . • Imosl without exception, tho»« cabin crew who have already returned to work, and those who 
Indicate a wl l l lngnest to work by the deadline above , will b€ w e l c o m e d back and treated most lenlenlly. ^ ^ ^ 
I want to wconnrm that lh«r« will b« no dl»crimlnatlon against any cabin crew memb«r simply because he I ^ S 
or i h * i i a m e m b e r of t b t FAU or Involved In union activity. 
I would like to thanit the more than 10,000 of our staff worldwide who have displayed courage and sacrifice in 
working lo maintain the alrllne't operat)on«, particularly during a holdlay period. ^ ^ ^ 
‘ Uiank our cuttomers. who have b«en remarkably understanding, cooperative and supportive dunnn ^ H t 
thl« difficult time. 
And finally, w« Want to thank lh« Lobo i* Depor tmen t fof tU cont inued efforU, In exceptionally difficult clrxrumstanrrs t f e ' . ' ' 
lo mediate the dlipute. W« will continue to work wllh them lo do whatever It possible to resolve this dispute f j ^ p 
= [Cathay Pacific Ad # 49 | 
Cathoy Pacific Airway® 
,ilonakonR CJcncrnI rhanibcf i^ css scctor." u said. rules and ihc ii.icin|) oyc.. nm.…pmp 1 IL- KXiKA.a lo o^h . ln-c . - i. .… I iKingKonjt vjcriLiui naimK.r , . , . . 1 • qu res orup overs lo set up funds, pnvalc scclor sclicnics. ShningSImi. bul \Uc nc (oinmcrcc said. “ aiUlciJ Ihol inosl major cor- Ihc chaiubcr has rcscrvalions ,“ • ,r.,nfrJhi.tmni " ,“•< …Ml m" I hc chan.bcr has asked for nn pomlions nircady had volunlary ahoul Ihc consuUation paper on " ‘ • J u o? Meanwhile, n>o.T than lOOpeo- i …• K sio,,orihccons,io?pcri. schemes n place. n.c managcmcn. and control of a (c' pic from a coalition o con r V^rAlXc.c . I. x^ hicl* ended ycslcrdny. lis sub- The charnbcr also warned llial mandatory schcmc. o^l provide financial guarantees groups anxious lo see changes in …progress 
ission va$ one of nearly 80 re- the administrat ion might fail lo The chambcr says the Scciiri- the government proposals, pcli- The bureaucsais wc ivcJ by Ihc CJovcrnnicnl. cover everyone under currcnl pro- (ics and Futures Commission or The cliambcr agrees in princi- lioncd Government House ycslcr- … and embarked ( 
"h is a particular concern of posals. an independent commissioner p!c wilh the proposal lo introduce day. thon" - the pri/c-givir 
- - - • - - - ' . . -- ‘ • ^ ^ ^ It kicked ofl al noon 
. on nt l:"0 when the press bus to leave. In 
mullcrcd, Hongkong's 
wiiminghalf-maralhon 
minutes and 18 sccond 
. I lie prcscnlalion of pri-
, Kunncrs Inlcr spok 
they raccd iicross the I 
n A T H A V D A P I F I P 
V-./a1 n / v l r /AV^li iV-. i-i — : 
ration forms which n 
were bringing fl"y a Cluna. One wonders 
_ flgc lo carry il in their I 
T ^ F ^ 1 TJ F ^ O '… “ c, 
iiiiMMl • J % # I ff B i — f i i s i . one Hongkong rui 
• 1 IniC" % # • iL • ‘ hiul never seen so tnan 4 f I • ^ %# I ^ H .<11 ns on Ihc roiuls i" She 
X w ^ JLnJaril J. ^ V JL l^ltimJ A—ui< We re al.ciuly 
iK'xl year. 
N O W kETGRNING _ 
I Irks- And "it, Inlcrnit 
• lion, which claims In 
, , ( a r e ( h e c a u s e uf m a n ) u 
. 1 1 v i i i 1 « ® i r E H ^ f 
one “"ion cilizcns. 
I 314. 
And there's more 
C a t h a v P a c i f i c ' i s p l e a s e d to a n n o u n c e tha t our f l i gh t ;^ , ^ ; = 
J more vehicles In 19! 
operat ions are returning to normal . We are rapidly resuming our ] : !' ; = 
And Kut^a l t i s o«i 
fu l l flight s c h e d u l e us ing C a t h a y Pacific a i r c ra f t a n d crew . 
‘ , H o w e v e r , a sma l l n u m b e r of f l ights will c o n t i n u e to b e o p e r a t e d ^ ^ u g l ^ l! 
with chartered aircraft over the next day or two. J n'r 
Council rcccnily. nnd 
And ’ we are qu ick ly restoring full infl ight services on board. |::; ' " ‘ 
- We a r e h a p p y to a d v i s e t h a t h u r T e l e c h e c k a n d F a x c h e c k • 
The l eg is la t ive ('_ 
services are back to normal today, and we wil l be re-opening ^ ^ ^ ” ‘ 
V J H J … “ " O W appmpn,•• 
• . hu l wc w o u l d n ' l bo I 
our downtown Ci tycheck facil i ty shortly. , 
” , goylc F.nlcrpriscs is 
. A n y o n e w h o h a s b e e n i n c o n v e n i e n c e d by the d i s rup t ion to ,, 
I oHcn iiscJ asa giiltc! 
s e r v i c e s m a y wish to call o u r C u s t o m e r R e l a t i o n s Hot l ine on ".e sori e 
7 4 7 8 9 9 9 (in E n g l i s h ) or 7 4 7 8 8 8 8 (in C h i n e s e ) ’ b e t w e e n 
9 :00 a .m. and 5 :00 p .m. , Monday to Friday: Or write to our ^ S S 
. ‘ i 1 i r2 / t r ‘ We started lo Mi 
G e n e r a l M a n a g e r , C u s t o m e r R e l a t i o n s D e p a r t m e n t , 1 6 / F , "Ti^? ^ ! ^ 
I Swire H o u s e , 9 Connaught Road, Central. 
i A of us at Cathay Pacific thank you for your support and under: i ^ s H 




i ^  “ .1''' :'“ " - , A | “-51>.“ -bent Taiwan «ovcr„..r ...lace would .,c n 
( r i , / : ' ••Bo X e s ,,ccu new ^ c Y ^ S : ” ; , ! ) = 
Z V 7 T M ' - I c IjC yai |)orl l airports he said. Zlu.hai was capubic of fi- (DPI') ,ccre.nry-gencral Mr David c«I observe 
,n c 50 ( lui couldnoionR? meet hcdi Yn. a " " - ' ^ ' V' ci,,g Ihc airport on its Chia.iK snid. (he opposi, ILS aner Idv fOUKi no.longcr meet the dc- Yomvh niso sa.cl that while own. T«i>rnn newspapers yes(cr.Jny (I.e „u,rc p 
— CATHAY PACIFIC 
CITYCHECK TO 
p RE-OPEN ON 
:: TUESDAY, 
: 9 FEBRUARY. 
Tl 1 
• i 
Cathay Pacif ic is p leased to announce that our 
“ I downtown Ci tycheck faci l i ty wil l be re-opening at 8 am 
A on Tuesday, 9 February. The Telecheck and Faxcheck 
M services are already back to normal . 
M Meanwhile, we have resumed our full flight schedule 
… us ing al l Ca thay Paci f ic a i rc ra f t and crew, and are 
or qu ick ly restoring full infl ight services on board. 
A ( A n y o n e w h o has been i n c o n v e n i e n c e d by the 
CO disrupt ion to services may Wish to call our Customer 
Relations Hotline on 747 8999 (in English) or 747 8888 
(in Chinese), between 9:00 am and 5:00 pm, Monday to 
Fr iday. Or wr i te to our General Manager, Cus tomer 
Relations Department, 16/F, Swire House, 9 Connaught 
Road, Central. 
Al l of us at Cathay Pacific thank you for your support 
and understanding. We look forward to welcoming you 
on board again soon. 
• ( 
, liHWIIW 
CATHAY PACIFIC \ 
\ I 1 , 
\ 
. ’ ICathay Pacific Ad U J V 
,• -. _ 4 ••‘ ‘ ,‘ 
• • ‘ . / - . . • … T A ' 
APPENDIX 10 
SAMPLE OF KOREAN AIR ADVERTISEMENTS 
COLLECTED FROM CONTENT ANALYSIS 
* . 
i B B 
,I ^ lllllllllll 
jces ‘ - • 
net, :::.‘: 
I age ^ '' 
lin's Our Dedication To Your Personal Comfort 
Begins Long Before You Even Step On Board. 
d as 
\ ' Korean Air is ded ica ted to mak ing y o u r (light the best you ' ve ever had . O u r dedicat ion starts lioui 
‘ > 5 ..'.. 
I I • • 
1 the \ j before y o u check in wi th inel lculous at tent ion paid to the smallest detail, so that eve iy th ing Is perfect and yoi 
cen-
\ personal com fori Is a s su red the mouieiU j^ou take your seat. 
Pop \ Th i s insis tence on exccl lence lias m a d e Korean Air one of llie wor ld ' s leading airlines with a growin 
bers 
1 network w h i c h t o d a y , coyers over 47 cities In 22 countr ies on 5 cont inents . Fly with us soon. 
Still 3 I •  ,. 
^ \ I A n d expe r i ence Ihe dedicat ion to excellence that could only be Korean , 
to a > [ 
• It 
at IS : 
were « 
• 1 1 
III KSMmMAIR 
| H I T h e S p i r i t of K o r e a Is in t h e Ai r . 
• I Korean Air Ad # 1 
i i M 
‘ ‘I . i 
Fly The Spirit Of Korea To Korea. 
Tl d e t e r m i n a t i o n to cxccl . T h e dr ive to achieve . T h e c o m m i t m e n t to be the best . Tha t is the s,)inl of 
K o r e a . A n d tha t loo, is t he spirit of Korean Air . 
W e h a v e one of the most m o d e r n llccls in the wor ld . A n d w h e n y o u ' r e on board , you' l l cM.joy our 
u n t i r i n g co .nn . i tmen t to m a k i n g y o u r t r ip the best y o u ' v e ever had . N e x t t ime y o u ' r e Hy g to Korea call y o u r 
t ravel agen t or K o r e a n Air . 





H E A H A I H 
T h e Spi r i t of K o r e a Is in the Air . Korean Air Ad # 2 
\ 
















































































































































































































































































































































































H B I 
1 : . 
I ti I 
WeVe Gone To Great Lengths In Our Prestige Class 
i:; . To Help You Take Care Of Business In Comfort. 
I' ••[ 
Korean Air, we 've des igned our Presl lge Class to give y o u grea te r com fort. In the space most lescrvc 
, lor First , you ' l l find wide , comfor l ab le seats, and plenty o( legroom. 
iv, 
I*" • . 
” The re ' s an exquis i te menu and wine list, widi Eu ropean and traditional Korean cuisine. And as our 
• • • •’ 
r“ ,. 
“ lionoiirccl guest , cve iy th ing is served wllh a ti'aclilional g race and cha rm tliat s been perfected over thousands of 
. <: 
,,« • 
i yciu's. Fly W i l l i us soon. 
' 1 
r!' And exper ience the dedicat ion to excellence that could only be Korean . 
.••A 
• 
’ : . ' ' 
i 
. ‘ 




R E A I ^ A I R 
1 T h e Sp i r i t of" K o r e a is In the Air . 
« ‘‘ 
I Korean Air Ad # 4 
_ 
” , : ' i i e s t f ‘ s I s M o d e l l e d O n ^ 
I ,, S o W h a t C o u l d O u r F i r s t C l a s s B e L i k e ? 
rhon. Cause] V , . ,:.. i.i . . , . . . . 
’ and be lorgiven wondenn , if you'd s t e — i n . t 
H o u s q u e ^ i - . ' , . 3 e a t i s a t a w i n d o w o r a n a i s l e , a n d a r r a n g e d w i t h r o o m t o s p a r e . 
3 he comraiWwrong cabin. Because every seat is ai a wi 
' . : : . ’ ' . 1 nto' the 2 M n c h wide cushions, adjust the back to tilt a full 38 degrees, and stret 
ards." .:ifM; Room to let you sink into the men wi 
| iet Woods^m , I 
i u M h S i I outin the full t h r e e a n d a h a l f t o o f l e g r o o m . 1. 
r r ^ aside o ^ 
confronting^ t .....' i , , , . i-est Flv with us, and experience i 
) , . We 've worked W to take our Prestige Class a class above the le % 
l i t ," W o o _ . , V . 
ilical cons dedication that could only be Korean. 
Ipyond tha 
S S e n a t o r ® - ' 
)1 follow t h ^ - . 
Ssment thaffi 
| y w o m e n ; i ® 
I K S K E A B J A I R 


























































































































































































































































































































































































































































































While Others Are Waiting In The Wings, 
We re Already In The Air. 
K o r e a n Air is the first airl ine in all of Asia to fly the M D - 1 1 , the newes t and most advanced passenger 
p lane in the w o r l d . 
S la te -o f - the -a r t t echnology in the cockpi t stabilizes the M D - 1 1 to give y o u a smoother ride. And 
wide r seats a n d m o r e h e a d r o o m mean y o u can s t re tch out anci relax. 
Inves t ing In the v e r y latest technology Is jus t p a r t of o u r goal to be the best. Fly with us now. 
A n d 
exper i ence the dedica t ion to excellence that could only be ICorean. 
K S R E A L ^ A I R 
T h e S p i r i t o f K o r e a Is in t h e A i r . 
Korean Air Ad # 7 
• 
\ \ 
Tliere's a Million Miles of Dedication \ 
Belihid livery One of Our Captains. \ 
Kv( ,:v (i.nc you dy Korean Air, youVc being ( auHcurcd to your destination a cap(ain who has \ 
1"\vn cu'cM- a million miles. But at Korean Ai,,, our co.nnnt.ncnt (o (raining never stops. 
m( mU ,- oC a Korean Air cockpit cr-cw nu.s( also stiuly, practise and nKislcr every conceivable 
« I 
, I 
l.vii M condition in ou,. sla(c-o(-(hc-art (llglu simulators. That's one more part of our untiring, determination (o be 
O CI ;i 
Ik l’( st. M\' \vi(li us soon. 
‘ ici 
. I.—) 












c s (i I 
immBmmR 
I 1 lie Spi r i t of K o r e a is in the Air . 
1 
^ r e a n Ai r AdW^ 





Our Commitment To State-Of-Tlie-Art Technology 
Has Helped Us Win Worldwide Acclaim. 
W h e n it co.nes (o invest ing in the latest lechnolog, . , Korean M r leads the way . O u r new Bocin,. 
747-400^ i]y non - s lop fVoni Seoul to E u r o p e and Amer ica . 
u r highly t ra ined m a i n t e n a n c e (earns and o u r signiHcant inves tments in sta(e-of^(l.e-art ma in tenance 
technology , have w o n for us m a n y coveted a w a r d s . Look ing to the fu tu re wi th the very latest technology is par t 
o f o i i r goal (o be (lie besL Fly widi us soon. 
A n d exper i ence (he dedicat ion to excellence (hat could only be Korean . 
K S M M H A I R 
T h e S p i r i t o f K o r e a is In t h e A i r . 
Korean Air Ad # 9 
rn^m 
. . , We Probably Know More About Aircraft Than Any Other Airline. 
V livision thai ^ 
f ing World (We Also Bmld Them You See.) 
lul trial run last 
Jilccided to oper ‘ 
^ ‘ Qjj b III s 
trails. The hui.^  T ime w a s w h e n our technical abilities extended merely to the maintenance of aircraft . Till one ( 
a dale up to 16 
i til mattresses, .vhen the manufac tu re r s , r a the r pleased with our quali ty of work , paid us the ulllmate compliment : 
stoves for . 
: :nge from Tj^ey asked o u r aviation division to start building par ts of their planes for them. W e started slow 
extended wing t ip here for Boeing 's 747-400, a cowling there for the M D - 1 1 , a fuselage now for Airbus. 
A n d things got even bigger . T h e Korean Governmen t asked us to put together entire F 5 E Tigci sl 
The B 
e'eutis'sfreet f g ^ t e r s . W e ' v e now, in fact, come to a stage w h e r e we d r a w up, develop, manufac tu re and sell our own desl^ 
ere AJl of wh ich m a k e s us, w e believe, even more qualified at our first task: keeping the Heel of planes, 
f as lost its raw 
0 estiva M.rkel i] ^ perfect shape . Fly wi th us next time, and experience the dedication that could only be Korean. 
Jie to lis roc ts. ^ r ^ 
ItanifordR 
.|»onc of B |ivingViclorian| . 
! lelcwiih j | 
^ niigreedceilinfl 
• I^MEAHAIM 
1 ""“13 a.m. I F l y t h e S p i r i t o f D e d i c a t i o n . 






‘ Travellers Have Called Korea The L a n d OfMorning CaW 
For A Thousand Years. 
It Is A Reputation We Tiy To Live Up To E v e r y Day. 
T o u s a . K o _ A i . F i r s t C l a s s i s i e t h a n u s . a h i g h e r l e v e l o f s e r v i c e s t o o i l e . U i s a s t a . o f n . n d 
I A n o a . s o f p u n c u a t e d o n l , b y t h e w h i s p e r o f s i l . a s h o s t e s s g l i d e s b , i n h e r H a n b o l . . 
p l a t e a u o f s h e e r r e l a ^ n , w K e . r e “ H v e f e e . o f a n d w i d e , p ! “ s e a t s . . . _ 
, i private retreat, t I 
‘ I t i s a l s o , a s o n e c n t i c p u t i t . p e r h a p s t h e w o r l d ' s finest r e s t a u r a n t i n t h e a i . M u s e o v e u r c h o i c e s - c a v i a r 
o r f o r T r a d i t i o n a l K o r e a n , o r w o u l d p r e f e r E u r o p e a n f o o d , S i r ? A n d d e w i n e s , M a d a . e . O u r P r e 
t r a i n e d c h e f s , i n f a c t , a r e s o i n d e m a n d t h a t s e v e n t e e n o t h e r a i r l i n e s u s e t h e i r s e r v i c e s . ’ 
n y w i t h u s . E x p e r i e n c e t h e c a l m , s e r e n i t y a n d , c e r t a i n l y , t h e d e d i c a t i o n t h a t c o u l d o n l y b e K o r e a n . 
immmMMM 
FIj/ t h e S p i r i t o F D e d i c a t i o n . | 
‘ - f 
Korean Air Ad 11 1 
H 
Most Airlines Go To The Local Wine Dealer 
For Their Pick-Me-Up Drinks. 
We Go To The Remote Island Of Kanghwa. 
, C h a , " e , red wine or wh i t e? M o s t a i . l ines can ' , o r f e r . o u ve^^ d else w h e n ur boci^^ aches 
lor a iidlc s t imulat ion t o w a r d s the end of that long flight. 
ask • g c n d e hostess for s o . e Insa.n C I . . • d .e w e s . r n wor ld calls , i n s e n , . a . And sit back 
as p o n o n tal.es gical e i l e e , rel ieving , , _ and f a — e , and f o . .he d a , ahead. 
At K c e a n Air, we conic fVon. a land that has cuKlvatcd and, p e r h a p s coinciden.ally, of lcred its . - a v c l l c s 
the p o w e r s o f g i n s c n g for a l l iousand y e a r s . 
. Fly with us and e x p c n c n c e the touchcs m a r k i n g a dedicat ion that, it is said, could on(y be Korean. 
M&MEAMAim. 
t he Sp i r i t of D e d i c a t i o n . 














































ej as a 
Korean Air Now Flies To New York 11 Times A Week. )i iucat€ 
...i ff 
ai'he Fly w i t h us on s o m e of the mos t conven i en t flights to the city of the N e w Y o r k Knicks . Choos t 
>men from flights t h a t l and in t ime For w o r k a n d lliose tha t ar r ive in t ime fo r d inne r . You will enjoy, on the vwiv 
iHillary j 
“SheIS a re f resh ing s t o p o v e r at o u r spac ious t e rmina l in K i m p o In te rna t iona l Ai rpor t , Seoul . And exper ience the 
11 i role 




}| 110001. _ Fly t h e Sp i r i t of D e d i c a t i o n . 
m "hone. 






























































































































































































































































































































mSjSFfJWK '' ‘ t BiSg? ^ • K wffreM? ^S^sS^^isSS^^Sm'^^tjmil^^^^aS^ ‘ ‘ 
WBSSwaM \ ^^ ^ I^ SE^ SS^  BX^SSSSHii^ ^^ i^S^ i^S^ , 
MMPKirfWWIWTO r • >r ilF fwFlnBwffiMTr^ 'nYit^ ft luflk•‘ WI'MwrUl • WNHMl ^ nWFM nSil wm'l'Si IWrfclW >V faS^hMM^ygM^iBWiai—gWBBHBRlrf-.--jliWItftwwawP^ffHfffyyifini • 
j. ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ : . 
r^S^^^^l^^^^^r: ; . , ,” . . . ’ 
.,,’. .. For reservation's, pl^c^all 568 . • , 
‘ I V - . • . • •!','' ! . , • ‘ '•‘ 'j L »' ‘ I*"' ‘‘ U • t . » \ , , , . ' ' I • • , “ • • * 
. ‘ 4 • . \ ‘ I • . , -‘....'. , ' I , . ‘ f , .. 4 '• . / 1 - • • . “ . ' - I - , . ’ ‘ ' . ’ . ‘ ‘ 
. \ • - . . . 
/ : :!::::"...::. ::,: :V :: • : . . . . . 
. . . . ... / , . . . • — 1 
^ •,. • • Vi' . . |KoreanAirAd# 17 . 
— ' - - • ‘ ‘ _‘.. . . . . . — .4 “ . . . . . • . . - ’ 
S i i i i i i i i l i H i ^ p i i i g S S S i S i H • 
•'Mm I 
wmmrnm ’ • • • 
t ^•l • 
_ _ f p ,’ • • 
. . Ml . . . • • 
_ _ _ _ t e i : i : ” . •• I i • • 
I _ _ _ _ _ • 
… • • 































































































































































































































































































































































































































































































































































































































































































































































































































































































EXAMPLES OF OTHER AIRLINE ADVERTISEMENTS 
. . . . . . . . r.——-… ‘ 
i . ‘• • •‘. ’ . 
I • “ ‘ . . . . . : • . , “ 
‘ ’ ‘ • - . . … . . ’ . , • . . ‘ 
5ttmgl “ 
99.46% On Time. • • - •,> .... 
JAUs commitment and teamwork make it possible. 
j iryl^ 
V fiscc 
When you fly on business, time is a precious is our commitment derived from our teamwork. Every 
a s ^ l commodity. You want to make the most of every single member of the JAL flight and ground crews is 
i ican^ minute. Fly JAL and you are more than 99%* certain .100% focused on getting you there comfortably and, 
l^ing I that you start your business trip right on schedule. This on time. 
C coal| . „__u„MMMi_^iMmMMmmMimiiiMMMiLilMMlMiDlEramBMMii!ma 
1 — ^ ― 
.n redu Team JAL: 100% committed to the perfect flight. 
f. in Johim» 
V ly ^ m 
3 Sen A 1 
i s u ^ l ' j a p a n Air l ines !Japan A M h ^ ^ A ^ ^ T " 
A W O R L D O P C O M F O R T . 
i B • ServiceE ^^  
. 1 
99.46% On Time. I 
I can be expensive 
ing whichmakesita them |^portantt=hc^=a ne ail in^enance personnel undergo. Busines| 
with an outstanding record for being on tima J a f ^ = I x S v e s can make the most of their travel time, becaug 
flights are 99.46%* punctual at d ^ r t u r e . ^ ^ ^ ^ ^ : r v S l e m e l e r of JAL flight and ground crews is100| 
i = = . o^ n g e _ the p . _ i 
Team JAL: 100% committed to the perfect flight, 
i W ^ 
I Japan Airlines 
I A W O R L D O F C O M F O R T . 
4K r^orin^! lanuarv — December, 1991. 
Jaoan Airlines Ad # 2 
, I .Technical Dispatch Re ability, ne Service Experience da,a p_shed by Boe ng or e p 
m^^ \ ‘ • ... 
. . . •‘ 
tr- ‘ ^ . • . . , 
-
I 
. . . ‘ . • 
. . . ••’ • 
* 
. .... 
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